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Most Admen Still Die Young 


Ages at which advertising men die. compared with ages of people in fields related to advertising, based 
1 


on obituaries reported im Advertising Age in 195 
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Average Adman Died 


at 57 Last Year: 


In Other Fields the Life Span Is Longer 


Cuicaco, Jan. 10—The 
age at which admen and adwomen 
died during the past year was 
57.3 years, according to an analy- 
of obituaries carried by Apb- 
VERTISING Ace during 1951 

For the purpose of this analysis, 
AA excluded obits of persons in 
fields allied to advertising, like 
sales representatives, editors, pub- 
lishers, radio and TV performers, 


average 


SIS 


etc.. who accounted for 246 of 
the 389 obits carried during the 
yea! 


The remaining 143 obits were of 
people closely connected with ad- 


Advertising Is 
Seen for 1952 


Industry Optimistic; 
Kroehler Doubles Budget, 
Heywood’s Up One-Third 


Cuicaco, Jan. 11—Advertising 
budgets in the home furnishings 
field will show marked increases | 
this year | 

This the consensus as the 
first week of the winter furniture | 
market draws to a close here 

The cold war jitters so prevalent 
last year have disappeared and in- 
dustry leaders are openly optimis- 
tic. The majority said 1951 was a 
good year and 1952 will be even 
better. 

A banner turnout of 43,000, in- 
cluding 25,000 buyers, was indi- 
cated for the two-week market, 
which has more new merchandise 
on display than in any previous 
year. 


Is 


@ Stressed again and again in the 
thronged showrooms and at many 


industry meetings was the need 
for aggressive promotion to sell 
the new lines. Due to the large 


quantity of new items, many de- 
signers’ models will be available 


vertising, either agency personnel 
or those serving in an advertising 
capacity within some organization 


@ The average age at which the 


246 persons not “closely connected” | 
64.7, | 


with advertising died was 
or seven years more than the 
average age of the ad group alone. 
The average for all obits carried 
was 62 years 


Median age for the advertising | 


group was 58, while the me- 

dian for the entire group was 61. 

A year ago a survey of AA's 1950 
(Continued Page 80) 


on 


Broadcast Ratings 
Highly Misleading. 
BAB’s Ryan Says 


New York, Jan. 10—William B 
Ryan, president of Broadcast Ad- 
vertising Bureau, today character- 
ized ratings “inaccurate and 
fugitive” in an address before the 
Radio Executives Club. 

Asserting that both advertisers 
and broadcasters are beginning to 
settle down in their appraisal of 
radio as a sales medium, he said: 

“We have discarded the individ- 
ual and collective program ratings 
as a measure of actual or potential 
circulation. And certainly we are 
throwing out entirely the idea that 
ratings of programs form any logi- 
cal basis for determining the price 
structure of radio time. We are not 
sitting back and waiting for the 
next Nielsen or Hooper report to 
find out what our rates should be. 

“Ratings are, first, inaccurate; 
second, fugitive, in the same sense 
as fugitive colors—they change 
with the weather. They are elusive 
They are not constant. And, they 
constitute no measurement of 
multiple or cumulative listening to 
given programs, so they are in no 
sense a common denominator for 

(Continued on Page 8) 


as 


Highlights of the Week's 


News and Index to Fea- 


Renegotiation 
Rules Reaffirm 
Admen’s Rights 


‘Affirmative Approach’ 
to Advertising Taken in 
New Government Ruling 


WASHINGTON, Jan. 11—The’ newly 
revamped Renegotiation Board to- 
day proposed revised renegotiation 
rules reflecting legislation passed 
by Congress shortly before ad- 
journment last year. While some 
portions of the regulations were 
materially revised, the section on 
advertising follows the precedents 
established early in World War II, 
and reiterates the right of manu- 
facturers to allocate advertising 
expense to defense business for 
renegotiation purposes. 

In releasing the proposed rules, | 
Renegotiation Board Chairman 
John T. Koehler said numerous 
questions on the meaning of cer- 
tain language are bound to arise. 
He said the board would welcome} 
suggestions through Jan. 30. Sub- 
sequently, a final set of regula- 
tions will be issued. 


Een: ofice roads cra Exootves tte tog! 


EXECUTIVE CHAIRS—Royal Metal Mfg. 

o. will use magazine pages like this in 

1952 as its ad budget goes up 30%. 
(See story on Page 54.) 


NBC Executives 
‘Barnstorming’ to 
Explain New Rates 


New York, Jan. 11—National 
Broadcasting Co. executives took 


/to the road this week in an effort 
to get major radio station opera-| 
ltors to agree to go along on the 


| proposed rates changes slated for 


® Designed to eliminate “excessive | 


profits” from defense work, the 
new rules provide that “reasonable 
profit” is to be determined on the 
merits of each case. Mr. Koehler 


emphasized that profits are not 
to be based on costs. 
“Contractors who sell at lower 


prices and produce at lower costs 
through good management, includ- 
ing methods of production, close 
control of expenditures, and care- 
ful purchasing will receive a more 
favorable determination than those 
(Continued on Page 4) 


July 1. 

Last week a spot check by Apb- 
VERTISING AGE indicated that pow- 
erhouse stations are solidly op- 
posed to the revisions (AA, Jan. 
7), which mean little difference 
in price for an advertiser buying 
the full network. AA’s reporters 
found no 50,000-watt station own- 
er who has endorsed the plan. It 
is on a market-by-market basis 
that the new rates take on sig- 
nificance, with many individual 
station’s prime night time having 

(Continued on Page 77) 


Last Minute News Flashes 


Dad's Root Beer Appoints Ross Roy Agency 
Cuicaco, Jan. 11—Dad’s Root Beer Co. has appointed the Chicago 


office of Ross Roy Inc. to handle its 
vertising Agency formerly handled 
penditure of $500,000 in television, 


advertising. Malcolm-Howard Ad- 
the account. Plans call for an ex- 
spot radio and newspapers during 


1952. The account will be handled by Mark T. Martin Jr., newly elected 
v.p. of Ross Roy. The agency’s offices in Detroit, Los Angeles and New 
York also will service the parent company and its 200 bottlers. 


’ 

General Foods to Sponsor ‘Mr. Chameleon 
New York, Jan. 11—General Foods Corp. (Foote, Cone & Belding) 
will sponsor “Mr. Chameleon” over CBS radio starting Thursday, 
Jan. 24, at 9 p.m., EST. CBS-AM also made another sale this week— 


a news roundup to Admiral Corp 


Feb. 17 at 5:30 p.m., EST. 


Swift Tests New ‘Brown ‘N’ 


Cuicaco, Jan. 11—Swift & Co. is 


(Erwin, Wasey & Co.) starting 


Serve’ Sausage 
conducting a test in stores in the 


Chicago area for a new “Brown 'N’ Serve” Brookfield pork sausage. 
The sausage is fully cooked and can be browned in a hot skillet in 
three minutes. The company is withholding details on the new product 
until after the test is well under way. 


RCA Victor Names Lefton Co. for New Dept. 

CampEN, N. J., Jan. 11—RCA Victor division of Radio Corp. of Amer- 
ica has appointed Al Paul Lefton Co., Philadelphia, to handle adver- 
tising for its new home air conditioner department. Advertising plans 
will be under way by the end of the month. 


Bowen Named Tatham-Laird Media Director 


Cuicaco, Jan. 11—Steve Bowen, 


who for the past five years has 


at moderate cost for the first time 

The materials shortages antici- 

pated last year just did not develop 
(Continued on Page 62) 


tures Are on Page 80 


been director of media at Robert W. Orr & Associates, New York, has 

been appointed media director of Tatham-Laird, Chicago. He will head 

the agency’s buying operation for all media except radio and television. 
(Additional News Flashes on Page 81) 


Medical Houses’ 
Detailing Budget 
‘Ts $100,000,000 


| But Most M.D.s Prefer 


to Learn About Products 
in Medical Publications 


New York, Jan. 10—Pharma- 
ceutical manufacturers invest $12,- 
500,000 a year for magazine adver- 
using, spend twice as much on 

| direct mail and no less than $100.- 

000,000 a year for their detailing 
operation through 12,000 to 15.000 
men. 

These impressive figures, and 
| plenty of other more or less re- 

markable reports, were given here 
| yesterday at the first medica] pro- 
| motion clinic held by the Phar- 
| maceutical Advertising Club. The 
meeting drew more than 250 ad- 
;men who came to hear various 
aspects of medical advertising, pro- 
motion and sales methods dis- 
, cussed by agency and manufac- 
turing executives. 

| The breakdown on pharmaceu- 
tical companies’ promotion expen- 
ditures came from Dorothy Noyes, 
v.p. of Noyes & Sproul, New York 
agency specializing in “ethical” 
accounts. As with most other 
| speakers at the meeting, her data 

(Continued Page 81) 


Networks List 
Leading Clients 


New York, Jan. 10—The major 
radio and television networks, with 
the exception of National Broad- 
casting Co., this week released 
the names of their leading adver- 
tisers and agencies for 1951. 

American Broadcasting Co.'s ra- 
dio network grossed $33,242,182— 
a decline of more than 5% from 


on 


the 1950 figures of $35,124,625. 
, Topping the list of advertisers 
were: 


General Mills $4,612,376 
Sterling Drug Co 2,707,239 
Swift & Co. 2,386,810 
Philip Morris & Co 2,231,345 
P. Lorillard Co 1,495,217 
Philco Corp. 1,469,649 
Serutan 1,188,740 
Mars Inc 944,366 
H. J. Heinz Co 942,795 
Equitable Life Assurance Co 923,771 


® ABC-AM’s leading agencies: 


Dancer-Fitzgerald-Sample $5,930,627 
Cecil & Presbrey . 2,585,120 
J. Walter Thompson Co. 2,386,810 
Maxon Inc. 1,713,293 
Lennen & Mitchell . 1,495,217 
Hutchins Advertising Co 1,469,649 
Kudner Agency 1,310,036 
Roy S. Durstine Inc 1,271,024 
Knox Reeves Advertising 1,008,044 
Leo Burnett Co. 986,291 

ABC’s video network in 1951 


grossed $18,297,589, compared with 

| $6,470,916 the preceding year. The 
51 figure includes estimated bill- 
ings for December. 


ABC-TV’s leading advertisers: 


General Mills . $1,460,037 
Kellogg Co. 1,032,972 
Lorillard 799.455 
Nash-Kelvinator 751,141 
Goodyear Tire & Rubber Co. 751,095 
Ralston-Purina Co. 689,568 


(Continued on Page 8) 
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$55,000,000 Budget Set by Chevrolet 
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Drexel Furniture and Lincoln Cars 
Will Have 1952 Advertising Tie-in 


Use Newspapers to 
Hike Store Traffic. 


Bendix Tells Dealers 


11 
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Curcaco, Jan. 10--Drexel Furni- 
», Drexel, N.C 
of Ford Motor 
1952 for mutual promo-| 
the new Lincoln car and 
new line of contemporary 
Perspective 
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Forms Programming Unit 

KECA-TV, Los Angeles, ABC- 
owned station, has established its 
own programming department, 
a function formerly performed by 
the network's western § division, 
and appointed Alvin G. Flanagan 
program director. He was former- 
ly program manager for the west- 
ern division. No other personnel 
changes are involved 


who were really, 


and Lincoln | 


advertis- | 


nan, | 


Phila- | 


WASHINGTON, Jan. 10-—Final da- 
ta published by the Federal Com- 
munications Commission today 
showed that total revenues of the 
nation’s aural and TV stations and 
networks exceeded a half-billion 

| dollars in 1950 and increased 22% 
over 1949 

Ordinarily published in Decem- 
ber, the FCC analysis of broadcast 
financial data was delayed this 
year as a result of curtailed budg- 
ets, officials said 

The industry's over-all financial 

| situation improved considerably 
| during the year with revenues sub- 
stantially out-racing expenses. 
|Combined industry profit (be- 
| fore federal income tax) was $59,- 
| 000,000, or better than double 1949 
! 

|@ Of the $550,400,000 from sale of 
time and other $444,- 
500,000, an increase of 7°, was 
|credited to AM broadcasting. TV 
revenues at $106,900,000 were more 
than triple 1949 

| Four TV networks and 14 
| owned-and-operated stations paid 
| $7,415,000 in commissions to agen- 
cies, representatives and brokers 
during the year. Ninety-three oth- 

TV stations paid $6,893,000 in 
commissions 

The TV networks 
collected $76,300,000 


operations, 


stations 
sale of 


and 
for 


FCC Reports; Radio's Share $444,500,000 


time (after agency commission), 
$15,200,000 from sale of talent, and 
$14,400,000 for sale of program 
materials 

Seven aural networks and 21 
owned-and-operated stations paid 
$23,400,000 in commissions to 
agencies, meee sentatives and brok- 
ers, and 2,117 other aural stations 
paid $29,000,000 in commissions 
Net revenue from sale of time for 
the seven networks and 2,143 sta- 
tions was $402,500,000, with $25,- 
200,000 additional for sale of tal- 
ent and $16,800,000 for sale of 
program material 


® Network time sales in aural ra- 
dio dropped 2.5% in 1950 to $131,- 
500,000, but sale of time to local 
advertisers reached a peak of 
$203,200,000, up 11.6%, and spot 
sales to national and regional ad- 
vertisers hit $118,800,000, up 9.7% 

TV sales in all categories tripled. 
For networks it was $3,200,000; 
local advertisers, $30,400,000; na- 
tional and regional spot, $25,000, - | 
000 

Half the TV stations re porting | 
(53) reported profitable opera- | 
tions for the year. The 1,276 AM 
stations in non-TV markets showed 
an 8.3% gain in revenue against al 
gain of only 4.5% for 389 stations | 
in TV markets 


Football Telecast 
Trial to Be Held, 
Probably in March 


PHILADELPHIA, Jan. 8—The U.S 
district court here refused today 
to dismiss a government complaint 
charging that the National Foot- 
ball League curbed telecasts of its 
games in violation of the Sher- 
man Anti-Trust Act 

Judge Grim said it was the 
public interest that the be 
brought to trial at the earliest pos- 
sible date. He will hear the case 
in about two months without a 
jury 

The judge rejected the NFL re- 
quest that the government be re- 
quired to make its charges more 
| specific. He also denied a defense 

motion that two paragraphs in the 
government's complaint be stricken 
yut, one dealing with the word 
|“boycott” and the other alleging 
that a combination and conspiracy 
} exists 
| The judge described the case as 
me of “tremendous public impor- 
}tance” and said that all facts 
| should be made known 


In 


case 


] 

|}@ The pro league claimed it 
| limiting telecasts of local games 
in the same way that many manu- 
facturers limit distribution of goods 
to certain dealers. The Supreme 
Court has held, the NFL says, that 
such a manufacturer engaged 
in “reasonable” restraint of trade 
The league claimed the 12 mem- 
bers are banded together to play 
football and not to restrain trade 


Is 


is 


Ex-Sen. Francis J. Myers, one | 
of the NFL attorneys, warned that 
if the government wins this suit, 
“it will move against baseball, 
boxing and other sports. If the 
government prevails in this case 
the public might be deprived of 
all sports telecasts.” 


Color Production Hikes Price 


Color Production Service, found- 
ed 20 years ago to serve the color 
comic advertising medium, is an- 
nouncing its first price increase 
in 17 years, a 20% boost effective 
with February releases 


Coleman-Packard Bows 

Jerry Coleman, formerly a part- 
ner in Coleman-Jones, Los Ange- 
les agency, has organized an agen- 
cy to be known as Coleman-Pack- 
ard, at 707 N. Heliotrope Dr., Los 
Angeles 29 
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ADVERTISING AGE 
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Phone: MUrray Hill 6-8180 
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Magazines Billed 
$511,200,000 in 
1951, MAB Says 


New York, Jan. 9—Magazine ad 
revenues in 1951 reached an all- 
time high of $511,200,000, an in- 
crease of $53,700,000 (11%) over 
1950's comparable total of $457,- 
500,000, and nearly three times 
the ad volume carried by maga- 
zines 10 years ago, the Magazine 
Advertising Bureau reported this 
week 

The bureau disclosed that 
the number of advertising pages 
placed during the increased 
over 1950 
MAB points out that the 1951 
figure represents an actual 


also 


year 


carried in all general and national 
farm magazines included in Pub- 
lishers Information Bureau list- 
ings, about 100 in all. The figures 
are not projected to cover any un- 
measured publications 


@ MAB further explains that the 
1951 magazine total of $511,200,000 
does not include advertising car- 
ried by Sunday newspaper supple- 
ments and comics sections, which 
generally considered news- 
paper advertising 

Last year represents the 14th 
consecutive year of magazine lead- 
ership in the field of national ad- 
vertising, MAB claims, pointing 
out that more national advertisers 
use magazines than use all other 
media combined. The number of 
national] advertisers investing $25,- 
000 or more in magazine advertis- 
ing in 1951 is estimated at 1,925, 
compared with 1,791 in ‘50 and 660 
in 1939. 

Also released 
1948-1951 figures 
|Sunday newspaper 
| network radio and 
vision: 


is as 


by MAB were 
for magazines, 
supplements, 
network tele- 


Network 
TV: 


Maga- Newspaper Network 
zines Sections Radio 
(All figures in millions) 
$160.1 $113.8 
950 167.7 33.9 
1949 10.4 
1 0 
Elever months of each year. “Excluding DuMont 
*Not available on comparable 
basis. 


‘Hallicrafters Claims 


150-Mile Reception 
for New TV Sets 


Cuicaco, Jan. 7—The advertis- 
ing plum in Hallicrafter Co.’s 1952 
promotion is “money-back” guar- 
anteed 150-mile reception for all 
nine of its new models, plus the 
claim that it will continue to in- 
clude excise tax in its list price 
The sets range from 14” to 21”. 

A campaign featuring the 150- 
mile reception theme will break 
Jan. 15-25 in newspapers in all 
major markets through Sorenson 

Co., Chicago. The newspaper 
schedule has not been released as 
yet 

According to William J. Halli- 
gan, president of Hallicrafter, the 
improved reception is made possi- 
ble through a new “super-dynamic 
tuner” incorporated in the 1952 
sets along with “major circuit im- 
provements.” The new tuner is not 
included in lower-price sets, which 
have the photoetched “printed” 
dynamic tuner introduced by the 
company nearly two years ago 
(AA, May 2, '50), but all models 
carry the guarantee 


@ The long-range reception guar- 
antee does not claim perfect per- 
formance in all fringe areas in the 
country, but consumers are al- 
lowed a 30-day period to decide 
whether they are satisfied with 
the reception they get. 

Mr. Halligan points out that sev- 

(Continued on Page 59) 
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1952 


Nation's Largest Shopping Center 
Puts Emphasis on Department Stores 


to do a $7,000,000 volume in 1952 
Under construction are structures 
for a drug store, department store, 
candy and jewelry stores and a 
retail bakery 

When completed, at a date still 
dependent on building restrictions, 
Lakewood Center will comprise a 
complete shopping city of some 90 
stores and off-street parking for 
more than 10,000 cars. Estimated 
fina] cost of the 154-acre area is 
set at $100,000,000 


Advertising Age, January 14, 


lessees Must Advertise 
in New Lakewood Center 
in Los Angeles Suburb 


Los ANGELES, Jan. 8—Lakewood 
Center, which will be the nation’s 
largest suburban shopping devel- 
opment, will be well under way 
early in February when the May 
Co. opens its 356,000-sq.-ft. de- 
partment store. About the same 
time, a huge supermarket and 


drive-in restaurant will also open 


® The center will be anchored at 


for business in the suburban de- 
velopment here both ends by a department store, 
Now doing business are a 90,- furniture store and a supermar- 
000-sq.-ft. Butler Bros. department ket. The May Co. store is in the 
store. and Hiram’s market, whose! VeTY center. Other stores among 
45,500-sq.-ft. area makes it the the 90 planned will be strung out 
largest food store in the country between these focal points. This 
After two months of operation, layout was adopted, according to 


Hiram’s officials say they expect (Continued on Page 82) 


Cincinnati Times-Star Negotiates 
to Buy ‘Enquirer,’ Publishers Admit 


CrncinnaTl, Jan. 8—That the,~— — 


Times-Star Co., owner of the Cin- ‘AA’ Makes Grave 
cinnati Times-Star, will eventually 7 2 
Mistake Reporting 


purchase the Cincinnati Enquirer 
from the estate of John R. McLean 
Schulenberg Death 
Cuicaco, Jan. 8—A. W. Schulen- 


seemed a certainty here this week, 
with statements from both parties 


acknowledging the existence of J ; “ 
negotiations for the past several Derg left Gardner Advertising Co. 
months in St. Louis last year to become 


Although asserting that “state- executive v.p. of Warner, Schulen- 

ments that the deal has been com- a ee —— 
pleted are premature,” Hulbert | os og a sit — 

Taft, president and editor-in-chief “The cake dat tadnitiaie eds tec 
> »s-Star, announced Sat- |. 3 = ‘ 

pod Aggaaa a |is that Mr. Schulenberg is still 

“If —e among the quick and not among 

ne Co the dead, as AA reported Jan. 7 in 


a new 
He still 


is made, the two} 


newspapers will be published in reviewing advertising events of 
the present Times-Star plant. Edi- | 1951 
torially, the Enquirer would con- This rather grisly mistake 


tinue to run as it has run in the| 


ast, with an entirely independent | brought a flurry of phone calls 
coon staff. The business office of | yesterday from Mr. Schulenberg's 


the Enquirer, including the ad-| friends. And it brought the follow- 


, ing pertinent telegram: 
vertising and circulation depart- | & Pp Gra 


ietite weal sine continue t6°O “Jan. 7 issue includes me among | 
s, / aiso ¢ - 

4 P- | the illustrious dead. Neither heav- | 
erate independently 


jen nor hell want me yet so I’m 
} still in the agency business on a 
@ ‘This is a period of marked/ TF pasis. Regards. A. W. Schulen- 
changes in the newspaper world. | perg.” 
If there are to be such changes 
locally, it seems clear that the peo- 
ple of Cincinnati would prefer to 
have the Enquirer purchased by 
Cincinnatians, rather than by 
some outside interest 
“We feel also that the people of 
Cincinnati can be better served 
through joint ownership of the 
two newspapers. The Times-Star 
and the Enquirer have always 
been highly individual institu- 
tions. 
(Continued on Page 83) 


‘ Blakiston to Frohlich & Co. 

| Blakiston Co., Philadelphia, pub- 
lisher of medical and _ scientific 
books, has appointed L. W. Froh- 
lich & Co., New York, to direct its 
advertising. Plans include direct 
mail and trade publications. 


Hill Appointed Copy V. P. 

Richard R. Hill, copy chief of 
Henri, Hurst & McDonald, Chi-! 
ago, has been elected v. p. in| 
charge of copy. 


and 


left), 
Harold Catherwood, product maneger of Borden's Eagle brand condensed milk, 
look over the morning's mail delivered following one 35-second commercial on 


BORDEN TV MAGIC—Thomas B. Kerr product advertising manager, 


‘Treasury Men in Action” (NBC-TV). The commercial described a Borden-developed 

recipe for magic chocolate truffles and offered viewers a free copy of “Borden's 

Eagle Brand Magic Recipes.” The first day's mail brought 8,000 requests for the 
booklet. 


| coffee 


100% Gain in Coffee Vending Machines; 


TOP BAD BREATH 


Now! All Mouth Odors Destroyed Instantly 


“GREEN MINT" | sie 2 e 
ron ( bes 
Amasing Action MOUTH ASH 


th 


‘| 


iftt 


’ 


aH 


on the West Coast Jon. 14, Hudson Products Co., Jersey City, N. J., has scheduled 
full-page and 1,000-line color ads like this. Cecil & Presbrey, New York, is the 
agency. 


Green Mint Chlorophyll Mouthwash Will 
Get Intensive Push in 10 West Coast Cities 


Jersey City, N. J., Jan. 8—With other 
what is termed the most inten- 
sive advertising ever put behind 
a mouthwash, Hudson Products 
Co.’s new Green Mint chlorophyll 
mouthwash will be launched via 
large space and two-color news- 
paper ads in 10 cities on the West 
Coast Jan. 14. 


ing any mouthwash. Sus- 
repeat purchasing pattern in the | 


test cities, the agency points out 


® Papers on the West Coast sched- 
ule are the Los Angeles Examiner, 
Herald Express and Times; 


| spreads. Through Maxon Inc, 
LOTS OF COPY-—To introduce its new Green Mint chlorophyll mouthwash in 10 cities | CABO, 

| American Home, 
| Gardens, 
| Ladies’ Home Journal, Life, 
| Call’s, The Saturday Evening Post, 
| Time 


| Dutch oven, 
| cooking bank 


the | 


Higher Costs 
Force Hotpoint 
to Boost Budget 


Cuicaco, Jan. 8—Inflation§ in 
advertising has necessitated an ad- 
vertising and promotion budget 
increase for Hotpoint Inc 

With the rising costs of space, 
W. E. Macke, Hotpoint merchan- 
dising manager, told AA today 
that the company has had to in- 
crease its advertising budget to 
maintain its last year’s program 
(This program included magazine 
Space costs of more than $1,000,- 
000 in 1951, according to Publish- 
ers Information Bureau records.) 

Highlighting the company’s ‘52 
merchandising efforts, Mr. Macke 
said, are increased use of radio 
TV spot commercials and package 
TV shows offered to distributors 
and dealers on a cooperative basis, 
a more intensified cooperative ad- 
vertising program and a fulltime 
field training program to train 
distributors and dealers in selling 
Hotpoint appliances as a complete 
unit rather than a one-sale item 


|}@ The company’s magazine sched- 


being 
basis 


ule, which 
three-month 
change, will 
done the 


Is set up 
subject to 
feature, it has 
past, four-color 
Chi- 
be scheduled in ~ 
Better Homes & 
Housekeeping, 
Me-7 


on a 


as 
in 


ads _ will 


Good 


and farm publications 

The company is not offering any — 
new lines in the consumer appli- | 
ance field, Mr. Macke said, but it! 
| has made some improvements over 


tained advertising produced a 70% last year's models 


Three new lines, a one-pan? 
complete counter 
and an automatic ? 
griddle, have been added to the 
commercial line. The agency for 
the commercial appliance division — 


a 


, San Francisco Call Bulletin,|is Casler, Hempstead & Hanford, 
This past fall, Green Mint “UN- | Chronicle, Examiner and News; | Chicago + 
derwent testing in seven midwest- Oakland Tribune; Fresno Bee: Sen i 
ern cities with the same ad sched- Diego Tribune Union; Sacramento |@ James J. Nance, president of” 
ule that will break on the West Bee; Portland Journal, Oregonian; | Hotpoint Inc., said at a press con- 4 


Coast. Full-page, two-color ads in 
Sunday supplements and_ 1,000- 
line ads in the dailies, also in color, 
were used. 

Cecil & Presbrey, New York, 
which is handling the account, re- 
ports that in three weeks in these 
test cities Green Mint was outsell- | 


Seattle Post-Intelligencer and 
Times; Spokane Chronicle Spokes- 
man Review and Tacoma News 
Tribune. 

Block Drug Co., 


Jersey City, is 


which retails at 57¢. 


‘Vend’ Says Machines Sell 19% of Cigarets 


machines, which vended 3,534,393,- 
576 bottles. 

Vend also reported that the 
average price of a vended pack- 
age of cigarets was 23.6¢, com- 
pared to a _ national 
counter average of 21.6¢. 


Cuicaco, Jan. §9—Vend, the mag- 
azine of automatic merchandis- 
ing, reports that the number of 
vending machines in the 
nation more than doubled dur- 
ing 1951 

There are now 9,100 coffee | 
venders on location, an increase of 
105% over 1950. Other vending 
machines showing gains in 1951 
were ice cream (49%), cold cup 
beverages (18.5%), bottle bever- 
ages (9%), cigarets (8%) and 
candy (7%). 

The figures released by Vend 
showed that venders accounted for 
19% of total cigaret sales in the 
U.S. and 16% of the total candy 
bar volume. 


Eldridge Adds 2 Accounts 


Eldridge Inc., Trenton, N. J., 
has been appointed to handle ad- 
vertising for S. G. Frantz Co., 
Trenton, manufacturer of magnet- 
ic filters, and for Crown Poultry 
Equipment Co., New Brunswick, 
manufacturer of plastic-coated 
|egg baskets. Trade papers and 
direct mai] will be used. 


| Hollywood Agency Moves 
Melvin, Newell & Rector, Holly- 

wood product promotion organiz- | 
ation, has moved to new and larger 
quarters at 1584 Cross Roads of 
the World. Homer Nelson, who has 
been with the organization for the 
past year, has been appointed v. p 


Fuller Joins ‘LHJ' Sales 

John Fuller, formerly of Boy’s 
Life, has joined the sales staff of 
Ladies’ Home Journal in Philadel- 
phia. 


@ The largest class of vending ma- 
chines is penny nut and confection 
dispensers, 1,340,000. There are 
507,232 bottle drink venders, 436,- 
700 cigaret machines, 396,850 
nickel and dime candy bar vend- 
ers, 32,125 cold cup drink venders, 
and 12,325 ice cream machines. 
Despite their small number, the 
cup drink venders sold approxi- 
mately one-third as many soft 
drinks as the half-million bottle 


| acting as distributor of Green Mint, “a 


jin fact, 


| hold 
over-the- | 


ference yeste rday that, “because we? 
are building for future marketing, 
we did not cut back our promotion 
and advertising at any time dur- * 
ing 1951, even though material 
estrictions did cut back produc- 
ion. We are now planning to con- 
tinue full promotion, advertising 
and selling campaigns during 1952, 
we are stepping up many 
of our educational activities to 
build for the future despite ever 
further production restrictions.” 

Dealers will have to be “sold” 
and they in turn will have to sel! 
the housewives of America on the 
need for bigger and better house- 
gadgets, he pointed out 
Salesmanship, Mr. Nance stressed 
could be the determining factor 
in the economic record of this ra- 
ther confused new year 

He emphasized that the major 
appliance industries have pretty 
well worked themselves out of the 
top-heavy inventory situation of 
last summer and early autumn 


eee 


McCarney Names McBreen 

Thomas J. McBreen, formerly 
chief economist. of the Senate 
small business committee and edi- 
tor for the Bureau of Nationa] Af- 
fairs, has joined the selling staff 
of the Philadelphia office of R. W 
McCarney’Co., newspaper repre- 
sentative i 


Pertection Promotes Tener 
Perfection Stove Co., Cleveland, 
has appointed A. J. Tener, v.p, 
director of the company’s newly- 
created market research division 
J. O. Scott, formerly statistical 
supervisor, has been appointed as- 


| sistant director. 


7.) US eee sae Lb a yo eet ae SR races ae ae : po Ae Gen cohee * MMnre st nase ge 
i Pa fe . 3 as ° + ’ - r@ wy) 
ard : : 4 Me 
r—“(twCtésSSCSCsS : hy 
ee ge ANRC ih aaieriek 7 a + a ——EeE — ony 
Amazing NEW Mouth Wash Discovery i : 
Amazing NEW | to ‘ 
a ° 
— ee 
verted > ares ee ae 
— : tad = akewiih ton ootomes Stele 
. onthe af ee oe 5 
- trot \5 , M ee Se © ad 
ee ee \ Ree ee ere Met tee met mem pom _ 
4° oo) treeth ni atdmgry manswoed me wodthpess ey 
eb oon ” aa gree mnt dows Crewe Mian destenys mmmaeh 5 
Spa : ibe weanads eottinne wat hoes hen ee 
abe of ' snebes ms ea smanagiy Ont Ger Soam ‘¢ 
_ sess patently ecient 0s Bonbon s Doge a8 
we we a Lommel) oe re 5] 
Sexless P fin we, tee weeeews prognes” mpredow. te 
— ,. 3 the very uf thet maken the Gen rem te 
Veen’) ellerd te take chances” + Reet rae com rare Urea Meat Meth : 
ey tercag ‘wacker * tp een ctive, sobvading “pets cont enaioe By 
aot anata Oe camaerte |) setet wp being i 
palms Sy caut-auacn fuawactet anne to Sea, Fe 
en on 4 bi me + maven yor rests i 
Seer toe z —. a ee 
Tal Tesaese i j a ‘ 
Bess i. 4 7” EADER'S GEST REPORTS 2 
eS % 
en Been ‘ . ete 
Spee al ON CHLOROPHYLL ACTION! mat 
a a nm 
SSS CIS THIS A KISS GOODNIGHT «=—- “© Merit Otters tot by Onions, om 
— OR GOODBYE? ese tee eam ay 
a “trmchenutibeedien| + erp monet tens ane thy 
The comet, ender Sret bine of 6 new) Grace Bint Rimethewash onde thom | Marne! bow at auld be wend by eferpone every Ne 
—— ay ee deere cone somanee! Db coi the Weginning | th wire etaaty and few | Shae Lenape ai redate ¥ 
ars = =| Seneaphg® dearammh chee bones Wane - e 
(a0 StS SSeS es i 
ee wm Geet omnes Be why | Rede heweng the jos bene nothing. RS © Grew We re 
oe © bey bum eben Oe San, evere. s00enao Gans + ‘s 
ss wm et i SSS ‘< 
foe aah ce pn day ode bon + CO ee Mona id aoyentn. wpnate Sn Pa 
ES Fem ee Wty eoenty wate emmy fo ) 2 ET 2 
eaters - “ . . te ceth sleeps fe ae ge ene Mr > : 
=f = eee) Reet Be ee Green — me pgp gee ied fh 
a Sie BE ee nn me a . 
. aly Bay Ct TF i ea covthe.  wonganary Phccactul onan Wer aren nose reas 
ae tee oer cael oath, oe Oe ee omer) «nth ween ~ they 0m gh aoa nt 
aon perros Requis: wee of Ef wn be > ‘sé 
+ | a 
: ~ Mela Chto et 
| p ae 
iF wane + : - ri ) H a: 
a Pee: 
_ 
fe 
ee 
«oes 
S 
as 
% aan 
ey 
ao 
pei? 
Ea. 
- 3 
we 
a 
vi ‘4 
eee 
aaa 
mee 
- 
eg 
mo 
a 
ze 
aa 
| aa 
; henge 
: ba, 
4 Pa oe 
neo 
“rae 
a > in 
. © 
— r bes 
ai 
OO gt 
ee Se 
i. 
iy ‘ 
; ee 
F oo 
¢ i 
AE 
oe Me) 
a be oa. & 
, : ' . pe # a 
i 4 4 Tae 
, & 
t j yt of, ee 
< Lt 
z ayy: 
\ ‘ 4 a 
, ohh ti "< 
7 ‘ Lind ghd 
\_.s ~~, E f a . a 
> a 5 
\ Geen ¥ pat cee.® 
Ss = HFS Sf : er 
‘ oy f Sie ie i 
; P gS io ue 
j ¢ » ia Ne Pane 
ql ~ £ - aap ; ee al 
q j © —_ ecg he < 2 eed 
= ——— . =. « z aed 
, _ _ SS ES p i. 
Ss. a eka ye 7 al. 
ee nal eae —s wae 
Mor A 6 in “ye fan os 
- E ” = 2 
= -~ = fe ws , = eo 
+ - s . =. ~ ee 
5 “+ ‘ ° : 
— aN E> ae 2K 
ci 
. fs 
as 
és 
ae 
Sia ~ 
a3 
eo. 
m7 
ie ie 
= — ea. 
a SSS. . ‘rome 
tA as P e fe ' E. ero 1 
ET om ween en ee ener g Er “ eek _ Reigns, cars SS Sah F age A OS 7 ye ee | REE coe Th 
Gs tic eS Sy al eee x, 4 — anee Dees inane: a as cree B |e ee te eae I nema r  o 


' 


The 


ex post 


tempts to 


advertising 
cirect 
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cost 


World War 


and 4 


Renegotiation 
Rules Reaffirm 
Admen’s Rights “ 


(Continued from Page 1) 


who do not, 
facto 


which manufacturers may net from 


@ While only 
has been 


in defense 


process Ma 


Procurement 


limited 


paper advert 


Other 


tractors must 
profit 
The 

charged 


he declared 


renegotiation process is an resulted from 
operation, which at- erate under 
recover excessive profit which was 


edge that 


defense business When admitted vertising come « 
is @ cost in renegotiation, adver- contractor's 

tising reduces the amount of 

profit’ subject to recovery by @ In determining 
the government profit 


required to 


a limited amount of expenses 


considered a In general 


contracts, volved in 


amount of trade similar costs 


The unique editorial technique featured by 


advertisir 


overhead item 


margin 
renegotiation 
with the respon 
looking over the profit 


defense 


written 


many expenses 


pocket 
renegotiating 
take 


into con 


ition 


lirect 


rom their 


eparate 


the 


the 


cost 


considered an 


"h defense con- 


net 


officers, 
ibility of 
that 
work 
Statute 
knowl- 
like 
defense 


have 


Op- 


ad- 


unreasonable 


offic ers 
these 
ideration 

manufacturers 
renegot 


have 


are 


idditional 


ine 
been 


expense has been rec- permitted to claim advertising and 
renegotiation since the other costs of kind up to an 
established early in amount which would be considered 

reasonable” tax purposes 

officers who issue where a firm normal com- 

lefense contracts are permitted by mercial business well de- 
law to allow only help wanted ads fense business. Advertising and 


must be allocated be- 


Capper’s Weekly has made it for years The 


Feature News Weekly of The Rural Midwest... 


Famous for Reader Interest. 


Capper's Weekly offers you effective coverage 


at LOW COST of the prosperous, able-to-buy farm 


and rural town market of lowa, 


Nebraska, Kansas, Missouri and 


Colorado. 
Try Capper’s Weekly... let it 


prove what it can do for you! 


i 


a, ea 


‘apper's Weekly 


912 Kansas Avenue Topeka,Kansas Carre PUBLICATIONS INC 
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tween the two types of business 
Almost all large defense contracts 
and subcontracts are 
negotiation review 


subject to re- 


@ While the new section on ad- 
vertising follows the language and 
philosophy of earlier regulations, 
it takes a considerably more af- 
firmative approach to the problem 

Rules issued Sept. 1, 1949, and 
currently in effect, started with the 
sentence, “As a general rule, ad- 
vertising expense is not allocable 
to renegotiable business.’ The rules 
continued to however, that 
contractors and subcontractors en- 
gaged extensively in defense work 
should be permitted to claim suffi- 
cient advertising to protect their 
competitive position in their indus- 
try. 

The old rules also allowed help 
wanted ads as well as advertising 
in trade journals which dissem 
inate technica] information within 
the contractor's industry 


say, 


® Both old and new 


rules involve 


ee re oe ee i 
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DRUGGISTS FORECAST IN ‘52-—This 


chart shows all phases of the business 
expectations of druggists in 1952 as re 
ported to Drug Topics during ao recent 
survey 

the following principles 

1. Prime or subcon.ractors en- 
gaged in defense work to the detri- 
ment of normal commercial 
business may be permitted to pro- 
tect their competitive position, to 
allocate to defense a portion of 
their normal advertising expense 

2. Subcontractors selling sub- 
Stantially a commercial product 
under defense contracts may claim 
advertising expense. In allocating 
the subcontractor's advertising the 
board will compare the volume of 
his defense business with his nor- 
mal volume of business and the 
size of his advertising claim with 
his normal advertising budget 

The new rules say flatly that 
help wanted and technical paper 
advertising is allocable to defense 
work, and that catalogs, tech- 
nical pamphlets to help users of 
the contractor's product, and 
house organs directed to labor and 
personnel management and rela- 
tions are to be considered 
ceptable items 


at= 


8 Taking an affirmative approach, 
the board's rules provide 
Other 
to renegotiation as follows 
Ib kt 


performed 


advertising expense is allocable 
the case of renegotiable business 


under subcontracts, advertis 
ing expense will be allocated thereto pro 
vusied that the products sold 


substantially the 


ander such 


subcontracts are same 


as those sold in such = subcontractor's 
normal commercial business. In the allo 
cation of such advertising expense con 


sideration will be given to ‘a! the volume 
of nonrenegotiable business in the year 
inder review as contrasted with the sub 
contractor's 


Il) In 


onstrated that a prime 


normal advertising expense 


cases in which it can be dem 
contractor or sub 
contractor engaged in renegotiable busi 
ness to the detriment of its normal com 
business in the inder re 


mercial year 


view ind thereby incurred the risk of 
loss of its competitive position in the in 
dustry concerned, the board will allocate 


to renegotiable business that 
subcontractor’s 
expense which the 
attributable to the 


effort by the prime contractor or subcor 


portion of 
the prime contractor's or 
normal advertising 
board deems properly 
tractor to forestall such loss of competi 
tive positior 
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Studebaker Opens 
‘52 Models Drive 
in Several Media 


Soutn Benp, Jan. 10—Studebak- 
er Corp. is touching off its presen- 
tation of 1952 cars with 600- to 
1,500-line factory ads in more than 
2,650 dailies and weeklies, city by 
city, to run over local dealers’ 
Signatures 

Followup ads will specify time 
and place of first local showings 
of the new cars. Currently, the 
company is running teaser ads 

The campaign started rolling 
with dealers’ previews in New 
York and Chicago in late Novem- 
ber and early December 

Following the appearance of 
announcements, a full-color 
The Saturday Evening 
Post Jan. 26 will launch a series 
of single-page, full-color an- 
nouncements in 17 consumer and 
farm publications 

A promotion and merchandising 
program over 118 radio stations 
coast-to-coast will tie in with the 
newspaper and magazine cam- 
paigns 


local 


spread in 


® Copy treatment in all media will 
center on. styling and _ design 
changes in all models of the new 
Studebakers and emphasizes the 
company’s introduction of “hard- 
top” convertibles in its Command- 
er and Champion lines 

Window trims, banners and 
blowup photos as well as complete 
teaser and introductory campaigns 
in mat form, open-end radio tran- 
scriptions and large supplies of cat- 
alogs and have been 
prepared for dealers 

Roche, Williams & Cleary, Chi- 
cago, is handling the promotion for 
Studebaker. 


brochures 


Altes Changes Agency 

Altes Brewing Co., San Diego, 
has appointed Phillips-Ramsey, 
San Diego, to handle its advertis- 
ing and public relations. The ac- 
count formerly was handled by 
the Los Angeles office of Ross Roy 
Inc. Selection of the agency was 
made from 38 agencies in the San 
Diego and Los Angeles area which 
solicited the account, The company 
has been using newspapers, tele- 
vision and outdoor. 


Williams Elected Agency V. P. 

G. Lester Williams Jr., manager 
of the Cincinnati office of Mc- 
Cann-Erickson, has been elected a 
v.p. of the agency 


hurry 


tor you—at home or abroad 


prevent this! rely on CONGRESS 
complete newspaper mat work 


You've got nothing to worry about when CONGRESS is doing 
your mat making because CONGRESS turns out good mats in a 
An exclusive CONGRESS process for direct pressure mat 
moulding insures high fidelity reproduction 
cause CONGRESS does al! its own work 
CONGRESS insures your original! against fire loss. CONGRESS pro- 
vides a complete numbering and filing system for instant reference to 
any mat. An accurate shipping and mailing system meets closing dates 
Ler CONGRESS take your troubles 
off your hands. Next time you need good mats and fast, accurate 
service, call on CONGRESS ELECTROTYPE COMPANY, 1326 E. Congress, 
Detrot or 919 N. Michigan, Chicago. 
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With audited circulations 
that read like national 
census figures .. . with 
more individual titles 

than all other kinds of 
magazines put together . . . 
with an inside track into 
the hearts and minds 

of their readers . . . comics 
books are firmly established 
as a major publishing force. 
This, coupled with 
remarkably low advertising 
rate-per-thousand 
circulation, makes comics 
books a particularly efficient 
mover of merchandise 

in the mass market . . . as 
our advertisers have 
already learned. We invite 
you to share their 


pleasant experience. 


National 
Comics 
Group 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N.Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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A Tough One for Leo Resnick... 


FCC Has Plenty of Questions !o Ask 


. . 

of Paramount on Its TV Aspirations 
Wasmineton, Jan 10—The fu-. Federal Communications Commis- 
ture of 10 j TV stations, the sion Hearing Examiner Leo Res- 
proposed merger of American nick takes up transfer applications 
Broa sting Co. and United Par involving TV properties of Para- 

Theater ind the ambi- mount Pictures Corp 

' f the entire TV industr In calling the hearing, FCC con- 
be at stake Tuesda when tended that five tation con- 
trolled by the old Paramount Corp 


NATION-WIDE FIELD SERVICE may have been illegally trans- 
USEFUL TO ADVERTISERS AND EDITORS ‘!'ed to Hew owners because an 
inti-trust consent decree creating 

Organization of 300 capable Photo-Re- Paramount. Pictures Corp. (to 
vind photo ase histories ' make films) and United Para- 
Setune and releases. For more 11 mount Theaters (to exhibit films) 
SICKLE PHOTO REPORTING serv. °° | arried out without FCC en- 

7 j forsement 


cr wm Park Place Newark 


Five Men 


HARRY 
Executive Producer 


WAYNE McMAHAN 


TAYLOR BYARS 
Technical Director 


+r 


« 


nical Director, and 


ing. as Production Supervisor 


as Art Director, and 


The Five Men (now backed by 256 top Holly- 


wood craftsmen ) specialize in the short ad-film 


exclusively. No programs. No industrial films. 


Just commercials the best creative commer- 


cials in the business 


To date thew have produced 3,000 of ‘em— 


and more than 2.400 of these were created and 


written by Five Star's three 


MeMahan, Glasslev and Chaplin. 


Advertising Men— 


Thirty-three agencies now use this plus serv- 


ice: film-wise advertising men who serve as an 


adjunct to their own creative departments cee 


at no extra cost. 


CHET GLASSLEY 
Production Supervisor 


<2 SWIFT. © top Hollywood animation director from “Fantasia” and “Dumbo” 


<c CHAPLIN, a third film-wise advertising man, os Creative Director 
nucleus of Five Star Productions, the Five Men with a Purpose . . 


Besides this initial hurdle, the; this would not necessarily be con- 
Paramount applications come up clusive 
against issues of more general in- In outlining the issues involved 
terest. Among them in the Paramount case, the com- 

1. As anti-trust offenders, can mission told Mr. Resnick to de- 
officials of Paramount Pictures termine whether offenses com- 
Corp. and United Paramount The- mitted by Paramount officers had 
aters be considered desirable TV been “willful”; whether they were 
licensees” ‘isoiated events,” and whether 

2. As film producers and thea- they were recent. The outcome is 
ter owners, can these companies important to other film producers 
be trusted to promote TV as vig- who have been involved in simi- 
orously as they promote their mo- lar anti-trust cases 
tion picture interest 

® One of the dramatic phases of 

® Under a policy announced last the hearing is expected to come 
March, FCC left the door open a early next month when Barney 
crack for anti-trust offenders with Balaban, president of Paramount 
radio and TV ambitions. Promis- Pictures Corp., the film producing 
ing case-by-case consideration of company, will be questioned on 
each application, it warned that possible conflicts in interest be- 
past anti-trust activity could be tween film producers and TV sta- 
considered an indication that the tions 
applicant would not make a de- In industry circles, there have 
sirable radio or TV licensee. But been indications that Mr. Balaban 


ge 


HOWARD SWIFT CHARLES F. CHAPLIN 
Creative Director 
Art Director 


McMAHAN, an advertising man from ‘woy back, started it in 1938: a company to 
produce nothing but short ad-films for theater showings. He was joined by 


BYARS, who knew camera and labs inside-out, as Chief Cinematogropher and Tech- 


$i 0 GLASSLEY, another advertising man, also film-wise in writing, directing and produc- 


lined up 


Here wos the 
. te produce: 


The World's Finest Television Commercials 


YOUR agency can have this plus service, too 
... the same service that has created TV success 
stories for Kellogg, Pet Milk, Pabst Blue Rib- 
$.0.S. Scouring Pads, Zen- 


ith and more than a hundred other national and 


bon, Swift, Maytag, 


regional accounts. 


Write for brochure or, next time you're in 
Hollywood, drop in at 6526 Sunset and see the 
most complete studios devoted to film commer- 
cials exclusively. See creative craftsmanship at 
work for advertising. Then add the Five Men 
with a Purpose to YOUR staff. They won't cost 
commissionable . . . 


you a penny... they're 


I 18¢ to 


Advertising Age, January 14, 1952 


is prepared to assure FCC that 
Paramount will modify policies 
which have prevented TV from 


obtaining filmdom's best pictures, 
Stories and talent 


® Later, FCC will question offi- 
cials of United Paramount Theaters 
on exclusive theater telecasting of 
major sports events, in an effort 


to determine whether the pro- 
posed ABC-Paramount merger 
would channel events to theate: 


audiences instead of TV audiences 

When the hearing starts Tues- 
day, the first issue to come before 
Mr. Resnick will be the “contro!” 
of Allen B. DuMont Laboratories, 
licensee of TV stations in Wash- 
ington, New York and Pittsburgh 
On the basis of an earlier investi- 
gation, FCC contends DuMont 
controlled by Paramount Pictures 
Corp., but DuMont contends it 


Is 


1s 

independently controlled 
Existing FCC rules allow a corp- 
oration a maximum of five very- 
high-frequency TV stations. With 
the three DuMont stations and 
KTLA, Los Angeles, FCC con- 
siders that Paramount Pictures 


Corp. already has four 


® Later in the hearing, Mr. Res- 
nick takes up the $26,000,000 mer- 
ger of ABC and United Paramount 
Theaters to form American Broad- 
casting-Paramount Theaters Inc., 
with AM, FM and TV stations in 
Los Angeles (KECA), San Fran- 
cisco (KGO), Chicago (WENR). 
New York (WJZ) and _ Detroit 
(WXYZ). As an offshoot of this 
deal, Mr. Resnick considers the 
sale of WBKB, Chicago, by United 
Paramount Theaters to CBS for 
$6,000,000 

Also under consideration is the 
transfer of WSMB and WSMB-FM, 
New Orleans, from Paramount 
Pictures Inc. (the old company) 
and E. V. Richards Jr. to United 
Paramount Theaters 
® As FCC 


sees it, approval of the 


entire deal would result in the 
following TV lineup 

To Paramount Pictures Corp 
(film producer): KTLA, Los 
Angeles; WABD, New York: 
WTTG, Washington, and WDTU, 
Pittsburgh. 


To American Broadcasting-Par- 
amount Theaters Inc.: KECA-TV, 
Los Angeles; KGO-TV, San Fran- 
cisco; WENR-TV, Chicago; WJZ- 
TV, New York, and WXYZ-TV, 
Detroit 

To CBS: WBKB, Chicago. 
currently has WCBS-TV, New 
York; KNXT, Los Angeles, and 
45% of WTOP-TV, Washington 

On the basis of present rules, 
Paramount Pictures Corp. would 
still be eligible for an additional 
VHF station, and CBS could ob- 
tain two additional VHF stations 
FCc may also decide to allow li- 
censees additional stations in the 
new UHF bank, in addition to the 
maximum of five VHF stations 


CBS 


‘Tribune’ Increases Rates 

The Winnipeg Tribune has in- 
creased its agate line rate from 
20¢. 


PERSONAL 
SCRAP BOOK 


for Letters, Phetes, Clippings 


Here's « practical loese-leaf helder fer 
the letters, photographs, newspaper clip- 
pings and ether records of echeeol, college, 


sonal history. Page size, 12” x 15”. 

Burrelle’s Personal Scrap Book has 75 
heavy plate manila leose-leaf sheets (1580 
pages), lined index page, and handsome 


maroon leatherette easy-to-open binder. 
Your name or « one line title is embossed 
im gold on the front cover. Extra lines, 
80 cts per line. 


Check or Money Order 
17 98 pies @ os. 
* pestege 


Burrelle’s Press Clipping Bureau 
165 Church St., New York 7, #. Y. 
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My Secretary Won a Raise 
n her Lunch Hour. 


she taught me to Qa Y it with 
FLOWERS-BY-WIRE 


Ed Jones is an important customer who likes the personal touch. Last week 


I was on a trip, and couldn't attend the opening of his Chicago branch. 


But I'm a lucky guy. My secretary passed an F.T.D. Florist 


during lunch hour, and thought to wire flowers in my name. 


Ed's pleased as punch. He feels that, even though I couldn’t be there, 
I remembered. I'm happy because he’s happy. Miss Morrow, my 
secretary, is happy, too. She won a raise when she taught me 


to say it with Flowers-By-Wire. It’s a trick I won't forget! 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 


Headquarters: Detroit, Michigan 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS 


On opening days + on anniversaries + on special events + as a “thank you" for the 


order » on almost any business occasion « for those at home when you're away 


You can wire flowers to anywhere from anywhere... more than 18,000 F.T.D. 


Look for the famous F.1.D. Mercury Emblem. and Interflora Member Shops at your service! 


It identities the right shops! 
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Networks List 9088.0" 
Leading Clients 


1) Colgate-Palme 


on CBS Ra- General Electri Lever, Philip Bonfigli, Peck Advertising Agen- 
make billing Morris, General Motors, Westing- cy, Lennen & Mitchell, Warwick & 
ere Procter & house, Ford Motor Co. and An- Legler, BBDO and D-F-S 


Gamble Lever Bros General heuser-Busch Mutual Broadcasting System's 
Foods, Liggett & My 


er Pillsbury leading advertisers and agencies 
} , “— . . . ur » . va ¢ > 
jlive-Peet Co., » Leading agencies on CBS-TV: Were published last week (AA, 


merican Home Products, Wil- yer, Biow Co., Cunningham & J@N. 7) 


Continued from Page 1) iam Wrigley Jr. C 


0, Toni divi- Walsh William Esty Co. Cecil 


ay ~ oe oS —- - aa oe ion of Gillette Safety Razor Co, @  Presbrey McCann-Erickson, GEORGE W. REESE 
eph Schiite Brewing ¢ 40.204 8nd Miles Laboratories BBDO, Benton & Bowles, Comp- New Or.eans, Jan. 8—George 
Watch ¢ sn = CBS-AM agency leaders: Ben- ton, and D. P. Brother & Co W. Reese Sr., 66, a fornier adver- 
ABC-TV's top agencie ton & Bowles, Compton Advertis- DuMont Television Network in jtising executive here, died Jan. 8 
: e & Rut $2,080,932 ing; Batten, Barton, Durstine & the year just con pleted grossed an at Hotel Dieu 
o ‘ new Sample oe - Osborn; D-F-S; Foote, Cone & estimated $7.770,000 Mr. Reese operated Reese Ad- 
a Lard | 1 116,660 selding, YGR; Cunningham & Major advertisers on the Du- vertising Agency from 1914 to 1924 
aw. Wewntraus ¢ osa.200 | Walsh; Leo Burnett Co.; Ruthrauff Mont Television Network: Gen- For the next five years he was as- 
&& ew wanes aad & Ryan, and William Esty ce a, €ral Foods, Drug Store Television sociated with the Wilson Adver- 
petieenialan ati iam — 113.106 Top advertisers on CBS-TV Productions, P. Ballantine & Sons, tising Agency, also in New Orleans 
caer Aaverttee Ge ene 348 Procter & Gamble, Liggett & My- tosefield Packing Co W H 


1 M Mathes | enim ers, R. J. Reynolds 


Tobacco Co Johnson Candy Co, Francis H. MRS, ELINOR SIGEL 


Leggett Co, Mennen Co. Larus Lewiston, Me., Jan. 8—Mrs. Eli- 


16.97% Postors 
434 6. Webosh Avenee 20 4) Church Officers 


THE WAY-TO-DO-IT & Brother Co,, Kaiser-Frazer deal- 1.) p gigel, 78, formerly a food 


BUSINESS MAGAZINE FOR TODAY'S ALERT CHURCH LEADERS 
wer paio ciacuation 56,968 — may. 195) 


‘rs Tide ter Assoc . l 
= Tide Water Associated Oil Consultant to J. Walter Thompson 

o Co. in New York, died here Jan. 3 
DuMont’s top agencies: Benton Mrs. Sige! at one time was food 


& Bowles, Product Advertising editor of Parents’ Magazine and 


Chicege 5, lilimols % 39% Sunday Schoo! Superintendents Corp., Franklin Bruck Advertis- was author of the recent book, 


40 51% Sunday Schoo! Teachers 


Coeeecccccesesccscccecscsecseseccscseseoces ME Corp, JWT, Guild, Bascom & “Good Food for Diabetics.” 
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ZENITH RADIO CORPORATION © Chicago 39, I/linors 


—. 


| Don't overlook F.M. 


You're working in the city. Turn on your radio. Listen to one of 
your AM commercials. It's coming through, clear as a bell, from 
that big transmitter nearby. Sounds fine, doesn't it? 

But there are many places in the country where that commercial 
of yours can't be heard at all—even though it's broadcast from 
an AM station right in the neighborhood. 

For in many places “radio climate” is such that the AM signal 
is torn to pieces by static, garbled by interfering “crosstalk.'’ The 
folks you're trying to sell can't hear your message at all. 

FM solves that problem for you in many’ areas. FM is clear as a 
bell whatever the “radio climate.’ So in making your time sched- 
vles—Don't Overlook FM. 


: oon ostuacte RADIO 
,- and TELEVISION 
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Advertising Age, January 14, 1952 


Broadcast Ratings 
Highly Misleading. 
BAB’s Ryan Says 


(Continued from Page 1) 

use in measuring circulation or 
price of the medium, and they re- 
flect no light on the thing the ad- 
vertiser wants most to know. How 
much am I selling? What are my 
cash register returns for my ad- 
vertising investment? 


8 “They indicate trends only with 
reference to program popularity 
But they are a nice convenient de- 
vice for agencies to play with in 
stealing accounts from each other 
and for artists to use for demand- 
ing a higher fee at renewal time 
Ask any major agency if it con- 
siders comparison of its Starch 
magazine and newspaper reader- 
ship ad ratings as legitimate pres- 
entation material for stealing ac- 
counts from other agencies. If not, 
why use radio program ratings for 
the same purpose?” 

The head of the radio promotion 
group, which is becoming increas- 
ingly aggressive in its attitude to- 
ward competing media, said that 
“radio does not belong in the same 
pigeonhole with TV—with both 
lumped together in the thinking 
of the buyer—with the resultant 
feeling that TV, with picture added 
to sound, is an improvement over 
radio and to be regarded as an 
eventual replacement. This atti- 
tude has caused many advertisers 
to conclude that they must choose 
between the two, rather than use 
one or both according to function, 
circulation and cost.” 


® He continued: “If such a con- 
cept is to be the controlling factor 
in the advertisers’ selection as be- 
tween radio and TV, then it should 
be given much greater emphasis 
in consideration of TV over news- 
papers and magazines. In this re- 
gard one of the most progressive 
and sensible developments during 
the last year has been the estab- 
lishment of separate management 
and sales direction by firms op- 
erating both radio and TV stations.” 

Mr. Ryan said that one of radio’s 
main targets would continue to be 
“TV—that overblown, expensive, 
unmeasured ‘movies at home’ me- 
dium...TV is a fine, expensive, 
Fortune type of medium for prod- 
ucts that profit most by showing 
a picture of the product in use 
or by demonstration. It has little 
to recommend it in comparison 
with radio for products that do not 
sell best through demonstration.” 


@ He challenged TV to test its 
strength against radio, and said, 
“I extend here and now a very, 
very cordial and urgent invitation 
to major package goods advertisers 
to test radio against TV in any six 
to 12 chosen radio-TV markets, 
in controlled tests of cash register 
results with an equal expenditure 
in each medium. If radio does not 
win two to one, I will forever 
hold my peace 

“This same proposition goes for 
nationally advertised brands in the 
food and drug field. May I add 
that it also goes for watches. For 
example, here is Bulova, the time- 
honored radio advertiser, making 
the horrible mistake of being tak- 
en in by television. The picture 
never does justice to the watch 
On the contrary, it lessens the 
viewers’ appreciation of the sheer 
beauty of the watch. How much 
better to create a mental picture 
for the prospect by radio. And 
where—at really low cost—Mr 
Bulova, is your invaluable factor 
of frequency of message, of repeti- 
tion? You, as well as manufactur- 
ers of branded food and drug 
products, should be well aware 
that radio provided you, and is 
still the only medium able to pro- 
vide you, this priceless factor in 
your sales strategy.” 
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Never Underestimate the Power of a Woman! 


HOME GOOKING 


Nor the power of the magazine with the world’s largest 
circulation of women—CURRENTLY OVER 4,500,000. 


"JOURNAL 


THE MAGAZINE WOMEN BELIEVE IN 
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Advertising Age 
THE NATIONAL NEWSPAPER OF MARKETING 
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(DE 7.1934) 80! Second Ave. New York (MU 68/80), Notione! Press Bidg . Aw ay 
4o0Cc 1 1669) G@ O CRAIN JR. president and publisher S 8 NSTEIN, O. L 
BRUNE, vice-presidents. C &. GROOMES, treasurer 
Member Audit §ureau of Circulations Associated Business Publications Nationol 
Asse lation Magorine Publishers, Advertising Federetion of America 
EDITORIAL ADVERTISING 
Editor, 5 &. Bernstein Advertising Director, Jack C Gafterd 
Executive Editor, John Crichton Manager Sales and Service, G D Lewis 
Advertising Production Manager, George 
Managing Editor, Robert Murray Jr F Schmidt 
Wumingion Edit tonley &. Coher New Yert O © Block, Holsey Darrow 
Feature Editor, Emily C. Hall james C Greenwood John 0. Candia 


Harry J Hoole 
Chicage 9 1 
ing Mgr J F 
Arthur E Mertz 


Associates) New York Mourine Broots 
Chrrletepher, Charles Downes, James ¥ 
O'Gere, Lewrence Bernard. Chicago 
“ é ’ Bruce “ brodwoy 
Jariath J. Graham, C. P Richman 
Editerial Production. F J Fanning 
Elizabeth G Carlson 
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Bruns, Western Advertis 
Johnson, ES. Mansfield 
Rod H Minchin 
Los Angeles ('7) Simpson-Reilly Ltd 
1709 W. Eighth St. Walter $ Reilly 
Pacific Coast Monager 

San Francisco (3) Simpson-Reilly Ltd 
70} Market St. Wm. Blair Smith, Mgr 


Librarian 


Cerrespondents 


$3 o@ year, % two yeors, % three yeors in U S&S, Canade and Pan 


1S conte @ copy 
Four weeks notice required for change of addres 


America Foreign 4 @ year extra 
Myron A Hartenteld, circulation director 
A Case of Short Memories 
Atlantic Brewing Co., Chicago, brewer of Tavern Pale beer, has 


joined the parade of advertisers who insist that they are using ad- 
vertising to avoid using advertising 

m if that 
Pai radio commercials which assert that the brewer can give mer- 
chan lise coupohs to drinkers of it 


@dvertising than other 


statement is confusing, it no more confusing than Tavern 


beer because it spends less for 


brewers 


As we have said before, we have no objection to coupons, premiums 
G@@ any other inducement to consumers. All of these things are legit 
mete, useful sales assistants. All of them are used widely, and in 
Many cases with excellent effectivenes 

But what is the point of advertising to say that you can give 
@stomers these “extras” because you don't advertise, or don't ad- 
VOrtise very much? Is the public so utterly moronic that at the 


listening to your ad it can be convinced that 
And 


whatever 


MPimient it is reading or 
You do not advertise, or do not 
What happens if 
yOu may be giving away are discontinued 
te accept the 
give premiums away because you are advertising too much? 

The 
media (and we can't understand why advertising media themselves 
is that they 


advertise as much as others’ 


and when the “merchandise extras” or 


is the public then willing 


reverse of your statement and assume that you cannot 


insidious thing about these statements made in advertising 


afe willing to let them be made) further complicate a 
taagh situation for every one 


The point is that instinctively every one of us—as consumers-—re- 


fuse 


Waste as far as we as consumers are 


to believe that selling or advertising constitutes anything but 


concerned. We don't need or 


want anyone selling us anything, we say to ourselves. All this 


selling and advertising just makes our stuff cost more, we think 
And then advertisers come along and do their best to convince us 
reasoning is sound—and thereby help to make 


that our fallacious 


advertising less believable, less effective for all advertisers—includ- 
ing those advertisers who use advertising to assert that they don't 


advertise much! 


Admen Are Still Dying Too Young 
Although little data on the effect of 


occupation upon looking at 


very 


there is relatively valid 


health, it is pretty obvious, just from 


the obituary notices in the advertising press from week to week, that 
advertising men die too young 
that 


young 


Statement advertising 1s 


that 


There is, of course, validity in the 


a young man’s business in the sense men frequently 


achieve stature in the business. This means, of course, that obituaries 


are carried about people who might, in some other business, not 


a level of importance which would warrant their 
fields 


yet have achieved 


inclusion in obituary notices in other 
But 


hurly-burly of the business, 


still that the 


and the continuing strain of deadlines 


even if this premise is accepted, it is clear 


and emergencies, takes more out of the advertising worker than it 
does out of workers in more placid fields 

It is clear, also, that the kind of people who are attracted to ad- 
vertising are gregarious, fast-moving and frequently socially minded 

the kind who don't take too kindly to an easy life 

With all these circumstances to consider, it seems clear that people 
in the advertising and related businesses must exercise more than 
ordinary caution and restraint in respect to demands upon their 
mental and physical capacities. It is all very well to have advertising 
a young man’s business, but there is certainly no profit to either the 
individual] or the business in having young men dig themselves into 
an untimely grave because they haven't learned that there are limita- 


tions to both physical and mental strain 


Advertising Age, January 14, 1952 


Rough Proofs 


The New York Times says the 
city’s share of automotive sales is 
below the average for al] business, 
while motorboat sales are above 
average. It’s probably a lot easier 
to park motorboats 


Connecticut is losing recreation- 


al income for lack of advertising, 
the State Development Commis- 
sion says. It should at least have 
an appropriation to outline the lo- 
cation and dimensions of Herman 
Hickman 


“The Amazing Mr. Malone,” the 
TV show sponsored by Seiberling, 
is reported to have a poor record of 
sponsor identification 

Amazing is as amazing does 


Washington forecasters are pre- 
dicting with a great show of confi- 
dence that Congress will adjourn 
by June 30. They know the fun the 

| boys are counting on having at 
the national conventions 


What ossurance have we that once it's installed it won't stort raving about 
some other set that’s better thon it is?’ 


TV coverage of the political 
conventions in Chicago next July 
will be complete, detailed and 
continuous, and Senator Kefauver 
at least is all ready for them 


Dick Turner, Chicago Daily News 


What They're Saying 


A New York agency man who 
| describes himself as an ex-hay- 
|} seed admits he’d be interested in 
a job in a smaller city. He's will- 


Which Should It Be? 
DMAA headquarters invites the 


association’s membership to fur 


| nish a once-and-for-all answer to 


the perennial problem—*Should 
the association be known by ‘Di- 
rect Mail’ or ‘Direct Advertising’?” 
After vears of talk, the number of 
letters recently on the 
subject indicates 1952 should be 
the vear of decision 

Most of the members who have 
objected to the use of “Direct 
Mail” in DMAA point out that this 
is only one phase of “Direct Ad- 
vertising’—that the latter 
is all-inclusive, more descriptive 
and dignified. Their letters claim 
specialists like to be known 


received 


name 


only 
as “direct mail men.” Many think 
that “Direct Mail" is but one of 50 
or more “Direct Advertising” op- 
erations for which they look to 
DMAA for help and guidance 

Proponents of “Direct Mail” 
point out that no matter what 
DMAA calls it, it will always be 
“Direct Mail” to the average bus- 
iness man. On their side is the fact 
that “Mail” pin-points the biggest 
and economically most important 
part of the “Direct Advertising” 
field 


DMAA Member's Bulletin 
ver Issue, Direct Mail 
Assn., New York 


Decem- 
Advertising 


The Post Office Problem 

A lot of American taxpayers are 
asking themselves what is wrong 
with the Post Office Department 
On the basis of my 44 years in the 
postal service, service that ranged 
from a letter-carrier to chief in- 
spector, I think I can answer some 
of those questions 

First, the Postmaster General 
does not know how much it actu- 
ally costs to operate the various 
functions of the service. For ex- 
ample, when he issued the order 


ing to trade the ulcer belt for the 


curtailing service in April of 1950, 
hay fever zone. 


the Postmaster General said, “We 
cannot operate at less cost. There 
is no waste, no extravagance. The 
only manner in which we can save; Hadacol’s new copy via Erwin, 
money is to cut down service.” Wasey is much more dignified than 
Today the American taxpayer | the old, and the only question now 
is getting less postal service than} remaining to be answered is, will 
before and paying more money for | tadacol customers buy dignity? 
what he gets. And this sad state of 
affairs is directly traceable to the! ‘ e 
confusion that exists in the man- 
agement of the postal service. We Bill Hedges opines that radio is 
are told that it is impossible to] here to stay, a view that is shared 
compare the operation of one large | by practically everyone except un- 
post office with another, a decision | faltering admirers of Milton Berle 
that was arrived at 25 years ago 
and still adhered to by top postal 
ae | Boot & Shoe Recorder doesn't 
You would have to do a lot of 


digging to uncover a modern busi- | think the shoe industry is doing 
ness that operates on a basis ot | owem advertising, since % knows 
the (sic) decision of this type made that at this very moment there are 
25 years ago. Yet here in this two | Millions of young ‘women with 
billion dollar a year operation of | their pretty toes out in the snow 
the Post Office Department we e 

have such a case. The morale of the | 

postal employes has suffered as the; A chef in daily attendance at the 
leadership of the Post Office De- Sterling Advertising Agency serves 
partment has deteriorated. In all | coffee to all employes between 
fairness to the taxpayer and the | 9:30 and 10 o'clock every morn- 
postal employe, it is high time the | ing. The research department will 
Department should begin to oper- | report whether it’s good to the last 
ate as a modern business institu- | drop. ‘ 
tion, using modern methods | 


James Doran, former director of | e 


budget and administrative planning { 
Post Office Department, in answer ot “Complaints are a challenge,” 
pe eng gt a yoyo says Whitt Northmore Schultz, 
year and a half?” (Frank Edwards’ | the mail order expert. 
radio program, MBS. Dec. 12). | Particularly if the customer hap- 
| pens to be right 
Reminder 
Maybe some of you will be in- e 
terested in this oldie which hangs 
in a neat little frame in a certain 
reception room: “Samson slew 10,- 
000 Philistines with the jawbone 
of an ass. Every day as many sales 
are killed with the same weapon.” 


The Deadline, published by In- 
dustrial Adv. Assn. of Montreal 


Without even noting that the 
baby crops these days are at an 
alltime high, Anderson & Cairns 
has resigned the advertising ac- 
count of the Denton Sleeping Gar- 
ment Co. 

Copy Cus. 
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| The Philadelphia Inquirer 


published 


36,850,000 lines | 


of Advertising in 1951... — : 


THE ONLY PHILADELPHIA NEWSPAPER 
2 TO SHOW A GAIN... : 


A gain of 800,000 lines over 1950 


Be Geran ANAT im WNC ERD NC 
sadn 


A lead of 6,500,000 lines over Philadelphia’s 2nd news- i 
paper...and the largest volume of advertising ever e 
i 

; » 7 i . ; . » H . ,q* ' P 
published by any Philadelphia newspaper in any one year! : ra 
THE INQUIRER IS FIMST FIRST in National advertising ! Sy 
FIRST in Retail advertising! : * 


IN EVERY MAJOR ADVER- 


a a ie enmnees IRST in Classified advertising ! $ 
TESENG CEASSEBTENTION® ) FIRST in TOTAL advertising ! 
| | 
Be Now in its 19% There can py Ee 
| Consecutive Year of Total A sal e only 4 
Advertising leadership 4 ONE FIRST, ? 
in Philadelphia! and in ; 
P : 
4 n node ‘Iphia the FIRST % 
©Wspape 
Per is THE Igy KER! ‘ 
D> ; 


| The Philadelphia Inquirer _ 


1 Philadelphia Prefers The Inquirer . 


Detroit, Woodword 5-7260. West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Mo~taomery Street, San Francisco, Garfield 1-7946 + 1127 Wilshire Bivd., Los Angeles, Michigan 0259 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire Stote Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
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: In Retail... In General 


GROCERY 
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In Total 


ADVERTISING 


AMONG CHICAGO NEWSPAPERS, 


] 


TOTAL GROCERY ADVERTISING* 
PLACED IN CHICAGO DAILY NEWSPAPERS 
DURING THE FIRST || MONTHS OF 195! 


Retail Linage General Linage Total Linage © Per Cent 

DAILY NEWS (Eve.) 2,001,455 1,522,384 3,523,839 43.3% 
Herald-American (Eve.} 1,224,699 809,541 2,034,240 25.0 
Tribune (Morn.) 600,921 1,388,529 1,989,450 24.5 
Sun-Times (Morn.) 301,120 283,959 585,079 7.2 

TOTAL 4,128,195 4,004,413 8,132,608 100.0%, 


*Liquor linage omitted Source: Media Records, Inc. 


JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plaza DETROIT OFFICE: Free Press Building 
SAN FRANCISCO OFFICE: Story, Brooks & Finley, Inc., 607 Market Street 


LOS ANGELES OFFICE: Story, Brooks & Finley, Inc., 


MIAMI BEACH OFFICE: Hal Winter Co., 


CHICAGO DAILY NEWS 


9049 Emerson Ave. 
165! Cosmo Street 
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Maxwell Opens Own Oftice 
Robert H. Maxwell, formerly 

with Ralph F. Duysters & Associ- 

ates, New York, has opened ar 

fice at 501 5th Ave., New York, to 

handle packaged leve}- 

opment f the trade association 


tor 
publications of 37 state press as- 
sociat 


11es are 


Beder Joins Whitney Chain 

Harold W. Beder Jr., formerly 
market research specialist with 
IicKinsey & Co, New Yo man- 
agement consultant been ap- 
pointed general manager of 
Whitney Chain Hartford, 
Conn 


ha 
sale 
to 


Olympia Signs News Program 
Olympia Brewing Co., Olympia 
Wash., has signed to sponsor “T 
9 pm. Edition of the News,” Sat- 
over stations of the Don 
Network in Cregon, Washing- 
Idaho and six California sta- 
Botsford, Constantine & 
San Francisco is the 


urdays 
Lee 
ton 
tions 
Gardner 
gency 


Jerome Pickman Named V. P. 

Jerome Pickman, director of ad- 
vertising, publicity and exploita- 
tion for Paramount Pictures Corp ’ 
New York, has been elected a v. p 
and director of Paramount Film 
Distributing Corp 


ILLINOIS 


USE THE Davenport Newspapers 


Unquestioned Lineage Leaders in the Quad-Cities 


DAVENPORT NEWSPAPERS — 21,937,594 


(First 10 Months of 1951) 


"es 


The Ouly 
Zuad-City 


= 
-—-——-—— 


the New MORNING DEMOCRAT «© The Evening DAILY TIMES 


co Sunday DEMOCRAT & TIMES - Oa 
provide home-delivered circulation throughout the Quodcites 
HEADQUARTERS: DAVENPORT, IOWA 
Cities of Dovenport, lowe: Rock Island, Moline aed. fos “Moline, 


Represented Mationally by JANN & KELLEY, INC. 


NAEA to Vote on 
Dues at Convention 


Cuicaco, Jan. 9—At its conven- 
tion here Jan. 21-23, members of 
the Newspaper Advertising Execu- 
Assn. will be asked to ap- 

adjustment in annual 
first such revision since 


tives 
prove an 
dues, the 
1944 

In a letter to all active mem- 
Louis E. Heindel, the 
sociation’s president and adver- 
tising director of the Capitol Times 
Wisconsin State Journal, Mad- 

points out that since 1944 
membership of the NAEA has 
increased from 657 to 914 and the 
revenues from dues only from 
$13,320 to $17,096 

During that same period, he 
states, and especially since 1948, 
‘costs have jumped sharply in the 
operation of our twice yearly con- 
the amounts of money 
allocated to various committee 
activities and the printing and 
distribution of NAEA mailings and 
publications.” 


bers, as- 


and 
ison 
the 


ventions 


® The proposed annual dues sched- 
ule is' Newspapers with circula- 
tions under 10,000, $10; between 
10,000 and 20,000, $20; between 
20,000 and 30,000, $30; 30-40,000, 
$40; 40-50,000, $50; 59-100,000, 
$60, 100-200,000, $75; over 200,000, 
$90 

New dues for associate member- 
ship are proposed at $10; news- 
paper representatives” organiza- 
tions, $50 (plus $2 per salesman 
assessment with a maximum total 
of $124 for dues and assessment); 
affiliated associations, $50; service 
organizations, trade publications 
and trade concerns, $80; educator 
auxiliary memberships, $6. 


@ The conference program is be- 
ing planned to stress the NAEA's 
campaign for more “local level” 
selling action in the general ad- 
vertising field. 

Program Chairman Herbert G 
Wyman, advertising director of the 
Pittsburgh Post-Gazette and Ist 
v. p. of the NAEA, has announced 
that H. Stanley Marcus, president 
of the Neiman-Marcus in 
Dallas, will be the luncheon speak- 
er Tuesday, Jan. 22. 

Conference activities devoted to 
“local level” selling will be under 
the direction of Garrett Noonan, 
advertising director of the Cour- 
ier-Journal and Louisville Times 
and chairman of the NAEA More 
Profits for Newspaper Advertis- 
ers Committee 


store 


® Scheduled for Tuesday morning 
are addresses by Franklin Bell, 
public relations director of H. J. 
Heinz Co., a long time customer 
of newspapers, and Phil Salisbury, 
editor of Sales Management 

Further emphasizing the 
reau of Advertising slogan, 
Business is Local,” bureau per- 
sonnel will participate in a fea- 
ture Tuesday morning designed to 
give newspaper advertising ex- 
ecutives the latest sales informa-'! 
tion on “competition.” 

Tuesday afternoon will be de- 
voted to round tables broken down 
on a circulation basis. These ses- 
sions are open to newspaper mem- 
bers only and are under the gen- 
eral chairmanship of Richard 
Jones, assistant advertising direc- 
tor of the Portland Oregonian 


Bu- 
“All 


@ Mr. Heinde!l will 
Wednesday's business session, 
which will elect officers and act 
on the amendment to the by-laws 
concerning dues 

The opening day program, Jan. 
21, will be devoted to the sales 
training theme and will include 
talks by Harry Simmons, con- 
sultant for Remington Rand Inc., 
and Charles Bury, correspondence 
consultant. 

The largest single project ever 
undertaken through the organi- 


preside over 


Advertising Age, January 14, 1952 


EASE AND SPEED—American Coating 

Mills is using this photo, taken ot 3/10 

of a second, to illustrate ease and speed 
of assembling its newest cartons 


zation will be unveiled Monday 
morning with the presentation of 
the work of the sales training 
committee. Chairman Don Ber- 
nard, advertising director of the 
Washington Post, said the project 
will serve as a permanent file to 
help newspaper advertising execu- 
tives in their sales training prob- 
lems 

On Monday afternoon 
ey executives and retail 
ing executives will be guests of 
the NAEA. They will hear Fred- 
eric Gamble, president of the 
American Assn. of Advertising 
Agencies, and Paul West, presi- 
dent of ANA, and then will be 
guests at a reception. 


top agen- 
advertis- 


E. L. Bruce Co. Sets ‘52 
Magazine Ad Schedule 


E. L. Bruce Co., Memphis, man- 
ufacturer of hardwood flooring, 
has announced its 1952 schedule 
for magazine advertising. Included 
in the campaign are two half pages 
in American Home, four half pages 
in Better Homes & Gardens, a full 
page and two half pages in House 
Beautiful, nine “%-page insertions 
in The Saturday Evening Post, and 
two half pages in Small Homes 
Guide 

In addition to its usual list of 
shelter publications, the company 
has added Successful Farming, 
Popular Mechanics and Popular 
Science to its schedule this year 
Small space in the science maga- 
zines has been used previously, 
but this is the initial use of a farm 
publication. Greenhaw & Rush, 
Memphis, is the agency 


Minute Maid Appoints 

Hennessey to New Post 
George H. Hennessey, formerly 
executive v.p. of Storecast Corp 
of America, has 
been named mer- 
chandising man- 
ager of Minute 
Maid Corp., New 

York. 

wzae The new Min- 
ute Maid post 
Z was created “in 
response to the 
increased need 
for merchandis- 
ing liaison with 
Georg nnessey chain store or- 
oles ganizations and 


independent distributing agencies.” 


Screen Process Assn. Elects 

The Screen Process Printing 
Assn., Boston, has elected Albert 
Basse, treasurer of Albert Basse 
Assoc., Boston, president. Other of- 
ficers elected are: Fred Garibaldi. 
Faneuil Sign Co., Boston, treasur- 
er; Frank Tondreau, Fo-To Process 
Printing Co., Central Falls, R. I., 
v.p., and Dominick DePalma, Dom- 
inick DePalma Co., Boston, secre- 
tary. 


Jones Elected a Director 

George R. Jones has _ been 
elected a director of J. R. Pershal! 
Co., Chicago agency, and will be- 
come chairman of its planning and 
research group. Mr. Jones is a di- 
rector of the John Crerar Library 
in Chicago and a member of the 
board of governors of the Chicago 
Heart Assn. 
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an American institution... is 


Yet there may be many | 
things about this famous. 


publication ... famous 


- 


: 
for its editorial and ad- 
: 


vertising impact... that 


; 


you, Mr. Advertiser, don’t 


know, but should! 


\\ — Score yourself on the 


\\\\ \ 
\ 


\ following seven pages 


\ \ \ 


\\' 


Keynote of this giant fiftieth anniversary 
issue is American Enterprise... the 
American Way of Doing Things... its 
accomplishments and achievements dur- 
ing these historic 50 years. As you read 
it you will see a perfect example of 
Popular Mechanics’ primary editorial 
function: to report, record and bear 
witness to America's mechanical, scien- 
tific and technical progress. 
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. . « that Popular Mechanics was the first 
magazine dedicated to making mechanics, 
science and discovery understandable to the 


average man? 


H. H. Windsor founded Popular Mechanics on 


January 11, 1902 — origina*ed the format and 
technique characteristic of all magazines now in its 
field. It was also the first picture magazine — 
today averaging over 400 pictures per issue. Few 
general magazines have existed 50 years with a 


single editorial policy. 


YES 


. . . that for the past five years Popular Mechanics’ 


circulation has exceeded the million mark? 


Now 1,171,286! Yes, even though Popular Mechanics serves 
a 
specialized interests and is directed only to men, it is a mass x “ 
magazine. And it is tops in its field, maintaining its leader- - “ yrs | 


4 And 
ship with a per-copy price 40 per cent 
higher than the next closest magazine 
in its field. YES \ 4 : 


... that more than five million men read Popular 


Mechanics every month? 


Surveys show again and again that an average 4! adult males read 
every copy of Popular Mechanics. This means 5,000,000 men readers 
per month — or 1 man in every 12 in the U.S.A. And Popular Me- 
chanics states he’s the “best man in every dozen” for reasons in- 
dicated on the following pages. Be sure 

to read them. This vast readership of sub- VE 

stantial Americans explains spectacular re- $ 


sults advertisers get in Popular Mechanics. NO 


—————— 
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... that POPULAR MECHANICS car- 
ries more pages of advertising than any 
monthly mass circulation magazine? 


_ 


Popular Mechanics carried 6,731 pages of adver- 
tising during the last four years (source, Printer’s 
Ink). This is more than carried by such fine publica- 
tions as Better Homes & Gardens, Good Housekeep- 
ing, Fortune, Woman's Home Companion, Ladies’ 
Home Journal, American and Cosmopolitan, 


. . . that POPULAR MECHANICS is 
published in four foreign languages? 


= 


Yes, Popular Mechanics has editions printed in 
French, Spanish, Swedish and Danish. The success 
of these four editions is proof of world-wide interest 
in the American Way of Doing Things, as portrayed 
so characteristically in Popular Mechanics. These 
foreign editions have proved a strong advertising 
market place for export advertisers. 


... that POPULAR MECHANICS pub- 
lished 2,120,000 books per year? 


~ 


In a year’s time, Popular Mechanics will publish over 
2,000,000 copies of books covering some 50 titles. 
Many of these books are compilations of articles from 
Popular Mechanics covering some one subject of deep 
interest to the home owner, car owner, craftsman, 
sportsman, farmer, hobbyist. Many of these are mar- 
keted by mail via the advertising pages of Popular 
Mechanics. All of these millions of books bear the 
Popular Mechanics name and further nourish the 
enormous appetite for Popular Mechanics material. 


... that POPULAR MECHANICS does 
its own printing, binding, engraving? 


ai 


Popular Mechanics is one of the few American mag- 
azines which has its own plant. It occupies a big 
seven story building on Chicago’s Gold Coast. Here 
under one roof are all departments, producing Pop- 
ular Mechanics, Mecanica Popular (Spanish), Science 
Digest and books by the hundreds of thousands, 
yearly. You are invited to visit it at any time. 
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RECREATION INTERESTS: Did you know that Popular 
Mechanics readers are unusually enthusiastic about 
their hobbies and sports? 


Whatever their leisure-time activity may be . . . home 
craftsmanship, photography, hunting and fishing, boating, 
travel, skiing, radio and TV ...men turn to Popular 
Mechanics for stimulating ideas — and for advertising 


of equipment they need to satisfy their many interests. 


HOME INTERESTS: Did you know that 78% of Popular 
Mechanics readers own their own homes? 


One of the most important editorial classifications of 
Popular Mechanics is the home and garden. An important 
percentage of every issue serves this basic interest of every 
family head... and sets a perfect stage for advertising 
for all home products — from furnace to roof to back 


fence. 


YES | 


No | 


BUSINESS INTERESTS: Did you know that men find in 
Popular Mechanics ideas and information they use in 
their business and industry? 


In 1951 Popular Mechanics printed several hundred ar- 
ticles pertaining to business and industry. And there were 
innumerable ideas adaptable to a man’s problems in shop 
or ofhce, on production line or drawing board. We have 
evidence that the leisure reading of Popular Mechanics 
has influenced many industrial purchases, large and small. 
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Business -Transportation ? 


TRANSPORTATION INTERESTS: Did you know that 92% 
of Popular Mechanics readers own one automobile . . . 
17% more than one? 


Today an automobile is almost as necessary as breathing. 
What serves a man better or has influenced his life more? 
Popular Mechanics recognizes that a man is mighty in- 
terested in his car, keeps him posted with helpful editorial 
material to “keep him rolling.” Popular Mechanics month- 
ly poll of auto owners is regarded as one of America’s most 
interesting automobile features appearing in 


any magazine. Further, air, rail and water YES 
travel editorial in Popular Mechanics is top- NO 
flight—both in content and reader interest! a 
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Did you know there is actual proof 
that Popular Mechanics’ readers 
like this editorial fare? 


On the above Popular Mechanics articles, Readex Ratings are shown. 
This survey, taken every month, shows the percentage of readers in- 
terested in every item in the magazine. Popular Mechanics consistently 
shows unusually high Readex Ratings . . . showing the probing interest 
of “the P.M. Mind” and Popular Mechanics’ editors alert effort to 
satisfy it. 


that the main editorial features of POPULAR MECHANICS are designed [im 


to satisfy four basic interests of the American male—Home-Recreation- 
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Lid you know... 


that because the POPULAR MECHANICS 
reader has the PM. Mind, he’s your best 


market in America today? 


? 


A simple phrase sums up the unusual qualities of Popular Mechanics’ selected, undiluted man-market . . .“* the P.M. Mind.” 
The man with the P.M. Mind is alert, curious, fact hungry... wide open to every idea that means better living. He reads 
Popular Mechanics for ideas and he finds the advertising as informative as the editorial matter. He reads ads deliberately 
and consciously responds. Because he keeps alert and abreast of things, he influences his neighbors’ buying. He’s interested 


in your product. He'll give you a ready hearing and buying action! 
YES 


NO 


Did you know there is a scientific proof of the P.M. Mind? 
Dr. Eugene Benge, noted business psychologist, has shown that r 7 a 7 
every individual has a “mental profile’ which shows his relative 


interests in four basic interests: ideas, people, numbers, things. Lh tte Mind | 
CHWU/¢ 0, WM 


He conducted a survey which showed that Popular Mechanics 
readers have a mental profile quite different from “average men.” 


PEOPLE IDEAS NUMBERS THINGS 


Dr. Benge gave his psychological tests to a large sample of Popular 


Mechanics readers and of men picked at random. As an interest- 
Mi ing contrast, he also selected a group from a very specialized pro- coomeneiaes 
13 fession advertising copywriters. 
ae 
iN The men picked at random scored an average interest in ideas, 
people, numbers and things. 
BY In violent contrast, the advertising copywriters rightly showed AVERAGE 
a a very high interest in strictly abstract ideas. They had above- PEOPLE 
average interest in people, a below-average interest in numbers POPULAR 
and a very low interest in things. eae 
Now notice (see chart) how different the Popular Mechanics read- 
er is from average and how very different from a copywriter. The 
man with the P.M. Mind cares little for abstract ideas — ideas 
just for ideas’ sake, as it were. His interest in people is a little 
below average. But when it comes to the mechanical and specific 
ideas indicated by numbers, he’s above average. And he goes right L 


to the top on things. 


And that means the things you sell . . . be it hair tonic or power 


tools, automobiles or underwear... tooth paste or home equipment. YES 


in Aaa Gee hor eee : a Ve a ae age ete Ene = E - Ci: a aa " Bek Oe ye i. 
No ale % . : » ey 
iavk 4P m 5 

+ -| 4 
Repan <5 i 
af s i ' 

ERGY % 
Au i 
ia * 
5 ie Dy Es, } 

ee / 
oo a By ; 
ae ; 

% 3 ; 
age ; 
nae * : 
bene 
CR he 
avr 
Soo 
AGN 
fa My 
Ce 
™ Lan AM 
goa hae 
eel 
it 
3s 
is > 

& 

" < 
oie ~ 
ak Ws 5: 

not 
ae. 

Rin coe 

re F 
ee 

ist eel 

Sethe 

5 

Bees, 

aay The 

= ee 

esd 

.. @ 

- S 

ae 
eo : 
Giiey) 
atl ‘ 

St 
See 
ao 
oe 

~ oe 
, “a 
' S fe 
ai ae - 
<> 
ae 
om 

io Te 
ej 
Can 
ae 
v2 aK | 
<r 
% Ps : 
~~ ae : 

Te 

Pat: | . 
1 a ae “ 
Bete ’ te 2s 
eee .i 

. : 
ae | : 
Se : 5 f 
Ate | 
— 

CHEE ; 
an 
} 
1 
| 
) 
i] 
{ 
: 
| ’ 
cca 
1 
i 
/ 
eee ry 
eg See NO 
PS ‘ 
ee 

Se 
ies: 
od 
| doug: 
aay. 
hy 
at} “ 
fic vat scatenananinan emma ‘ 
oe ‘ {5° . - . 3 
ane ve a ‘ ° ; + ; ; ee eS iis, etal Le: beet © Pa i Ca 
an ne oe ees . i ek oi. = ane oY eee Be eters, 2 ge aes c , Voy eee Saat Sues ae ee 
ae. TRS gee La) By eg 5 Roy. hg 1 ¢ ie ar ah ar a? foe eR dees Po Dg: Sa a, ee! he. ore ‘ ee ramet 8 Fao 


... that advertising gets more readership in Popular Mechanics? 


For many years regular Popular Mechanics advertisers 
have wondered at its amazing pull. Readex Ratings* show 
the unusually high readership of ads in Popular Mechanics. 
Other comparative ad readership measuring services show 
that Popular Mechanics gives you more readers per thou- 
sand circulation than other magazines. The man with the 
P.M. Mind reads ads deliberately. And you get action 
. .. whether it’s pulling inquiries, mail orders, or sending 
men into stores to ask for your product by name. 


(*) Percent of readers interested, according to Readex, shown on each ad. 


wil Flame 
Juste i witha 


Lustof 
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Did you know that the P.M. Mind has proved a real action-getter YES 
for prominent advertisers of practically everything ? NO 


. we feel that the results we have had 
from Popular Mechanics Magazine has 
helped us to establish ourselves with the 
motoring public.” 


—Pyroil Company, La Crosse, Wis. 


“IT do not believe there is any mag- 
azine on our lists we have used as 
consistently as long as we have 
used Popular Mechanics . . . and 
from which we have received as 
satisfactory monetary return.” 

—International Corres pondence 


Schools, Scranton, Pa. 


) 


. . the number of inquiries we 

sell through your publication, is 

greater than all others in which 

we advertise.” 

—D. W. Onan & Sons, 
Minneapolis, Minn. 


“... the pulling power of Popular 
Mechanics leads any magazine we 
have ever used regardless of class.” 

—Chicago Wheel & Manufac- 


turing Co., Chicago, Ill. 


“Popular Mechanics Magazine has 
the third lowest cost per inquiry 
of the 60 publications on our 
schedule.” 

—Gravely Motor Plow & Culti- 
vator Company, Dunbar, W. Va. 


. we find that Popular Me- 
chanics again has produced in- 
quiries at a lower cost th: > the 
outdoor magazines. This makes 
the third year in a row that this 
has happened.” 

—Van Hecker, Inc., Chicago, Ill. 
(P. & K. Fishing Lures) 


. .. the results obtained from a 
full-page in your August, 1947 
issue were nothing less than sen- 
sational . . . to date we have re- 
ceived 16,120 inquiries.” 

—Shopmaster, Inc., 
Minneapolis, Minn. 


“Popular Mechanics has consist- 
ently out pulled other magazines 

on a coupon cost basis.” 
—Concord Radio Cor porgtion, 
Chicago, Il. 


"... Espent $400.99 for advertis- 
ing—my only selling means. By 
April Ist this year, | had received 
3,000 inquiries and had sold 87 
machines, most of them at $295 

each.” 
—J.C. Moore Industries, 
Fredonia, Pa. 
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Did ‘Vou KNOW... 


READ THESE FIGURES... SEE WHY POPULAR © 
MECHANICS DELIVERS BIGGER RESULTS! 


ais : Average THREE LEAD- 
Bie es ee ‘Aas te oa a MAGAZINE ING WEEKLY MAGAZINES POPULAR MECHANICS 


CIRCULATION* 4,148,914 1,171,904 


PRIMARY MALE READERS PER 100 COPIES** 107.4 122.0 


TOTAL PRIMARY MALE READERSHIP 4,455,934 1,429,723 


AVERAGE MALE "READ MOST” RATING 5.4Ip 8.6% ; 


TOTAL ACTUAL MALE READERS ~ 240,620 122,956 


1 TIME B & W FULL-PAGE RATE* $13,386 $1,800 


Pare tel ee 


ACTUAL MALE READERS 
PER ADVERTISING DOLLAR 17.9 68.3 


rok sian 


(*) S.R.D.S., DECEMBER, 1951 (**) 43rd STARCH CONSUMER MAGAZINE REPORT “e 


Yes, you get almost four times as many readers for your advertising dollar in 
POPULAR MECHANICS. That's why it’s an advertising value that you 
don’t want to miss. You can apply this same yardstick using different pub- 
lications—POPULAR MECHANICS delivers far more actual readers of 
your ad than any other general magazine! 


Ir, in checking over your score you already knew these facts to 


be true—on 50% or more of the questions—chances are you are, 
or have advertised in POPULAR MECHANICS. If you scored 
less than 50%—you are now aware of facts that, we believe, 
should make you a POPULAR MECHANICS advertiser. 


200 East Ontario Street Chicago, Illinois 
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idvertisting Age, January 14, 1952 35 
across-the-country committee, Unisec ‘52 Campaign Set Sam Hair Forms Agency 

chosen for special knowledge of United Piece Dye Works, Lodi, Sam C. Hair, formerly v.p. and 

the problem, would formulate the | N. J., textile dyer and printer, will secretary of Hugh A. Deadwyler 

program to be followed continue national advertising in !nc., Charlotte, N. C., agency, has 


Accounts now being handled by! 1952 in Apparel Arts, Charm, organized Interstate Advertising 
PRMC and its affiliates include Daily News Record, Esquire, Life, Co., of which he is owner and op- 
New York Times Magazine, Time, erator. He has purchased the as- 
Vogue and Women’s Wear Daily sets and signboard properties of 
on its Unisec-processed goods. Maxilite Inc., which was formerly 


|industrial, trade association and 
commercial companies. More than 


| 40 accounts are national Mervin & Jesse Levine Inc., New in the business of erecting and 
York, is the agency. The schedule renting outdoor painted signs, spe- 
| Ziv Offers Radio Series calls for splash displays in full cializing in black light. 
Frederic W. Ziv Co., Cincinnati omer qe ane ee 
| is offering a 30-minute transcribed Marsh C. P ABC Adds Two Co-ops 
radio series, “I Was a Communist bane orp. Promotes Pauls “Big Jon and Sparkie” and 
for the FBI,” starring Dana An- Ferdinand Pauls, who has been “Marriage For Two” have been 


| drews in the real-life role of Matt in the sales department for 10 added to the list of radio pro- 
Cvetic. The program will be avail- years, has been promoted to assis- grams which American Broadcast- 
able to stations, local advertisers tant advertising manager of Jas. ing Co.. New York, makes avail- 
and national spot advertisers for P. Marsh Corp., Skokie, Ill, manu- able for local sponsorship on a 
release on March 30. Prices range facturer of gauges, valves, heating cooperative basis. Each is a 15- 
from $15 in small markets to ap- equipment and thermometers minute, Monday-Friday show 

proximately $750 in New York. 


34 _ = Buick Sponsors ‘Top Guy’ 
THEY'VE MERGED—Five of the executive committee members of the new national eee — Pint Biche es 
Public Relat aa 9 Corp. are, in usual order: Standing, Don L. Short, signed to sponsor “The Top ° 
John LaCerda and Howard G. Mayer; seated, Paul A. Newsome and Nelson B. Moore. cok ly 30-minute mystery drama 
_ on the American Broadcasting Co.| § 
® e | tinctive He said that on each network, beginning Wednesday, | 
u 1c e ations account of national’ scope, an Jan. 16, 7:30 p.m., CST 


Firms Affiliate J. -™ 
in National Unit — = Congate lations! MECHANICS 


MAGAZINE é 


1 New York, Jan. 9—“The na- 


tion’s largest integrated public re- —_—_=__—_ 


lations organization” has been 


\ formed by the merger of 14 region- Peon 
4 al p.r. companies in principal cities 2 YEA OF EA 
Public Relations Management 
Corp., as the new company will 
1902 - 1952 


be known, has set up executive 
offices here in the Chanin Bldg 
Paul A. Newsome, president of 
Newsome & Co., Boston, is chair- 
man of the board. A president is 
still to be named, although Nelson 
B. Moore, head of Nelson B. Moore 
& Associates, Cleveland, is acting 
president 

| Members of the new company 
4 are: 

Newsome & Co.; Howard G 
Mayer & Dale O'Brien, Chicago 
and Los Angeles (two companies) ; 
Moore & Associates; William Kost- 
ka & Associates, Denver; James P. 
Chapman Ince., Detroit; George 
Kirksey & Associates, Houston; 
Don Short, Minneapolis; William 
Glenn Saunders, Montgomery, 
Ala.; Scott Wilson & Associates, 
New Orleans; John LaCerda Agen- | 
cy, Philadelphia; M. K. Mellot &| 
Co., Pittsburgh; Hughes Organiza-| 
tion, San Francisco, and Robert A. 
Willier & Associates, St. Louis. 


@ “The organization,” said Mr. 

Newsome, “is an entirely new con- 
; cept of public relations service to 
management. It is without parallel 
as a national public relations firm 
in the combined talent, experience 
and scope of operations of its 
member firms and their local staffs. 
All of the 14 stockholding firms ; . 
are leaders in their own cities and Fifty years ago, the American News would be needed to transport the news- 


sections. In addition to the Ne : " sae ; di 
Tek weaken aie, anh ellen te Company (already serving news- stand copies of the Fiftieth Anniver- 


York main office, and offices in 


14 key cities of the country, a 3 e ' 
reo, Gang Tsai 5g dealers for 39 years) took over exclu- sary issue! 


| Washington.” sive distribution of a new magazine : —s é 
He said the new company was called POPULAR MECHANICS Copies of this issue would make a - 


formed to provide “an efficient é pe 7 
tower over fifteen miles high...a 


and effective means of carrying . . 
out national public relations poli- 7+ a relationship that has been - h . di e | i ford 
cies of industrial and association proudly maintained right up to the monument to the vigorous editoria o 
clients. The talents of counselors ° . : 
and technicians of top experience present day. policy of POPULAR MECHANICS 
; are integrated in a super planning, which has been guided by Henry 
board.” . ° 
Back in 1902, one horse-drawn wagon Windsor, the founder, and Henry 
8 Mr. Newsome said the setup en- : . . . . ° pee 
| shied “stathing duantuaies th cnet could have carried all the copies ofthat | Windsor, Jr. without interruption since i 
ation.” first issue. Today, 166 two-ton trucks January, 1902. 


Heading the Washington office 
is Donald D. Hogate, PRMC v.p. 
The New York office is headed by 
. W. Moscrip Miller, former presi- 
‘ dent of Affiliated Public Relations 
HA) Counsel Inc., from which he re- THE AMERICAN NEWS COMPANY 
signed to join PRMC as v.p. Sec- 
retary of the corporation is Mr. 
Short. 

Mr. Newsome called the com- 
pany’s planning board “most dis- 


131 VARICK STREET NEW YORK, N. Y. 
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Brewing Co. Backs Newscast 
Olympia Brewing Co., Olympia 


Cost Accountants Tell Need to Measure 


e . ° 
Wash, has signed to sponsor th Profit, Cost Margins of Sales Territories 

> m. edition o news every 
i eeion over the Don Lee Net New Yor, Jan. 8—A recent re- The bulletin stated that a study 
work in Oregon, Washington, Ida- search bulletin published by the} of periodic territorial margin state- 
ho and six metropolitan areas of National Assn. of Cost Accountants| ments often leads management to 
California The 52-week contract ) 4. pointed up the need to measure] take such action as (1) increase or 
was ww z ag r meet soe the performance of individual sales} decrease intensity of sales cover- 
tine & Gardner Oh FTSNCICO. | eeritorie inalyzing cost and| age, (2) changes in intensity and 

»yrofit margin data as well as sales|type of advertising, (3) use of 

Lemen Named Art Director se woe rn selective selling and variable pric- 

Richard Lemen former! art The report, called “The Assign-| ing, (4) reorganization of territor- 
director for the San Francisco of- pent of Nonmanufacturing Cost] ial boundaries and (5) testing of 
fice of Bewnumont & Hohman, has t  Territoric and Other Seg-| alternative methods for covering 
bee! mppointed art director of ments found that a territory] 4 territory 
Sen oh Bg -~d hg showing little or no net profit may The report was based on a study 
sistant art director of Beaumont % contributing to over-all com-|0f 70 companies by the group's 
& Hohman, has been promoted to pany profits by absorbing fixed| Committee on research, headed by 
succeed Mr. Lemen manufacturing costs Herman C. Heiser, Crown Can Co., 


ELK$ ARE LIBERAL... 


In fact, Elks are 
WELL KNOWN to, 


be liberal. 


And there are 
1,011,687 Elks! Double 
the median income... More than 
double average buying... Earnings of better 
than $6 billion a year to 
; buy what you sell. A mass market 
... with class incomes... 
; at $5 a line! — \/ } j 
ss \ 


THE 


MAGAZINE | 
New York + Chicago * Detroit + Los Angeles 


AMERICA'S MALAWE ENGRAVER 


INGS 
XCLUSIVELY 


REVERE PHOTO ENGRAVING CO. 


712 FEDERAL STREET. CHICAGO S, ML. WA 28816-7.8 


| Philadelphia 


Magazines to Carry 
Dubble-Bubble Ads 


Frank H 


PHILADELPHIA, Jan. 9 


Fleer Corp., which claims to be, 
gum | 


the world’s largest bubble 
producer, will enter the consumer 
magazine field to promote its Dub- 
ble-Bubble penny gum this year 

The company experimented with 
| several magazines during the last 
six months of 1951 to get reaction 
Magazines selected for the new 
|campaign are Collier’s, Life, Look 
and The Saturday Evening Post. 

Trade advertising and cartoon- 
style newspaper advertising will 
continue on the same basis as in 
1951, but Fleer’s expects to step up 
promotional plans considerably 
Complete plans have not yet been 
drawn 


8 In order to keep pace with ex- 
panded promotional plans, the 
company disclosed to ADVERTISING 
|Ace that it has reorganized its 
sales setup for greater sales con- 
centration 

Gilbert B. Mustin Jr., grandson 
of founder Frank H. Fleet, has 
| been named director of distribu- 
tion. John Blake has been named 
director of domestic sales and 
Robert Maskrey export manager 
and director of foreign sales. 

Lewis & Gillman is the Fleer 
agency 


| 
| ‘Magazine Insert’ Issued 
‘By Planned Ad Group 

“The Magazine Insert,” a 16-) 
page booklet on the subject of| 
magazine inserts, has been pub-/| 
lished by the Planned Advertising 
Roundtable. Among other features 
of the brochure are charts to aid| 
in the check of the cost of maga- 
zine inserts against regular space 
advertising. Booklets are available 
free of charge upon request from 
the following members of the 
group | 

Keller-Crescent Co., Evansville, | 
Ind.; McCormick-Armstrong Co., 
Wichita; James Gray Inc., New 
York; Leo Hart Co., Rochester, 
N. Y.; Wetzel Bros., Milwaukce; 
Edward Stern & Co., Philadelphia; 
Western Lithograph Co., Los An- 


geles; Jaqua Co., Grand Rapids, 
Mich., and Saturday Night Press, 
Toronto 


Lambert Co. Merges Three 
Subsidiaries with Itself 

Lambert Co., Jersey City, has 
merged three of its wholly-owned 
subsidiaries into the parent com- 
pany: Lambert Pharmacal Co., St. 
Louis and Jersey City; Pro-phy- 
lactic Brush Co., Florence, Mass., 
and John Hudson Moore Inc, 
New York 

The merger is described as sim- 
plifying the company’s corporate 
structure and effecting operating 
economies, with the companies op- 
erating as divisions and continuing 
their trade name styles and re- 
spective lines. Division personnel 
remain unchanged and the subsid- 
iaries’ relationship with the trade 


jand suppliers remains the same. 


Boosted to Business Manager 

E. R. “Bob” McDowell, produc- 
tion and advertising manager, has 
been promoted to business mana- 


|ger of the Colorado Springs Gaz- 
\ette Telegraph 


Advertising Age, January 14, 1952 


Getting Personal | 


Just off the presses (Rinehart & Co.) is “Alcoa, An American 
Enterprise,” by Charles C. Carr, at one time ad manager and later, 
until his retirement in 1949, public relations director of Aluminum 
Co. of America. He’s been living in Florida, with time for some 
consulting as well as writing. . 

Marion Harper Jr., president of McCann-Erickson, vice-chair- 
man of the business men’s committee, has taken on the chairman- 
ship of the advertising and publishing division for the 52 Boy 
Scout fund drive of greater New York... 

Gordon B. McLendon, president of Liberty Broadcasting Sys- 
tem, Dallas, known to radio sports fans as “the Old Scotchman,” 
is the winner of the Sporting News award as leading football broad- 
caster for 1951. Editor J. Taylor Spink makes the announcement 


in the current issue 


ADMAN HONORED—Ernest Hoftyzer (right), ad director of the Boston Record 
American and Sunday Advertiser, receives a pair of gold cuff links bearing the 
city seal from Boston’s Mayor John B. Hynes. Ralph M. Binney, president, Boston 


Chamber of Commerce, stands between them. The citation was in recognition 
of Mr. Hoftyzer’s 9 sp g and pr | guidance” in the Hub’s 
holiday lighting program. 


Another on the retirement list is William Johnson, for many years 
automobile advertising salesman on the Hartford Times. He re- 
ceived the good wishes of David R. Daniel, Times general manager. 
and other associates at a dinner given not long ago for him and 
Mrs. Johnson. .. 

The Keene brothers, Bob and Jack, operators of the Seattle agency, 
Keene & Keene, for the last half-dozen years, turned up in an 
old snapshot of the boys in knee britches and long black stockings 
(remember ’em, fellows) on their Christmas cards, with the gag: 
Merry Christmas “from the oldest advertising partnership in 
Seattle.”. John Baird, public affairs director of KMPC, Los Angeles, 
has announced his engagement to Mrs. Norma Sevilla Lee, with 
Feb. 9 as the wedding date... 


LANDLUBBERS ALL—Appointed “ d 
for their public service activities, these 


es” by Okloh 's Gov. Johnst. 

iour WKY and WKY-TV (Oklahoma City 

staff members give their version of a Navy salute. Left to right, the appointees 

are newscasters Mack Rogers and Grant Foster, news bureau chief Ewing Canadoy 
and Prissy Thomos, women’s director for the stations. 


Murray 


The Chicago Tribune’s editor and publisher, Col. Robert R. Mc- 
Cormick, is preparing for another intercontinental flight in the 
Trib’s Boeing B-17G. The Colonel and Mrs. McCormick, with a 
party of four others, will visit South America, Africa and Europe 
via the plane, which has made four previous North Atlantic cross- 
ings. 

George Whyte, sales manager of Dominion Comb & Novelty Co., 
Montreal, copped the $500 first prize in the slogan contest conducted 
by the Fifth National Plastics Exposition conducted by the Society 
of the Plastics Industry. “Plastics Personify Progress,” he wrote. 
to which Colin C. Campbell, ad manager of Rohm & Haas Co., 
Philadelphia, added, “Plastics make things better for everybody,” 
for third prize... 

“In the old days, when a letter came addressed to us from Tren- 
ton we considered it a miracle that WOR was heard that far 
away,” recalls Floyd H. Bowman, supervisor of the New York sta- 
tion’s mail department for the past 25 years. To mark the occa- 
sion he received an engraved gold watch and a 25-year service 
pin. ..Cowles Magazines’ promotion director, George Benneyan, is 
recuperating from an unexpected meeting with an automobile 
over the New Year’s weekend... 
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Shirt-sleeve editors make Practical builder the practical 
| 
book it is. They are Men at Work appealing to other Men at Work. 


No pomp or pretense; notholier-than-thou writing; just struggle and sweat to do 
a down-to-earth job of reporting...and to look ahead to the news that’s ahead 


of the news. Hard-pan editing like that gets home to hard-boiled readers. That’s 
} 
why, Mr. Advertiser, ike message in Practical Builder carries more weight, 


} 


more conviction, more impact. Yessir, when you're in PB you're in... 
| 


... Of the light construction industry 


Affiliated with 6 Building Industry Magazines comprising the largest, moat distinguished 


Ceramic Industry, Ceramic Data Book, Brick and Clay Record, Modern Brick Builder 
Send for our 64-page book... THERE'S MONEY IN REMODELING. 
Sree toany manufacturer who asks for ut on hia letterhead 


© wousteiay PUBLICATIONS, INC , CHICAGO 2 


publications in the building industry, Building Supply News, Building Material Merchant, 
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itucker 


cHicaGco 


Rucker Appoints McNutt 


Army Times—Air Force Times—Navy Times |)2": 


The Network of Weekly Newspapers reaching the U.S. Armed Forces Everywhere 


nNiw YOUR 4 


Jean Laurent Joins Hicks Audit Bureau Lists ne le Co. Ch Ago; Smith Brothers 
Co. Ouklar : maf Jea Laurent, formerly editor ri » Typewriters Inc., Syracuse, N. ¥ 
f iu eu f¢ ws & Toiletries and prior 2 Southe California Gas ¢ os Angeles 
er err i ; fw “r Wear Dai 3 New Members St a Air Ce Holla 4 M : wee ' 
eorge C. MeNutt Adver ed Lawrence Boles Hick CuIcaco, Jan Audit Bureau 4¢t¥00d Co., Watertown, Mass.; Unicorn 
Kiand, to handle l- New York feminine products of Circulations has elected 32 new >\-~ me w =e, and Visking Corp. Chi- 
' . , hief advertiser members, bringing to cag ; ; : 


& Dwight Co 


, P e P he Ail man Corp., New York 
DATA AVAILABLE Booklet Moss Selling & Sampling to the ions” 6s packed with oo. New York 

dota Describes our valuable merchandising services for advertisers, Request your free st Louis International! 
copy from nearest advertiuing office ical Corp., Chicago 


Louisiana State Rice 
Masland Dur 


ideiphia; National 
Odenton, Md 
& Telegraph Co 


Audit Bureau of Circulations (Est'd. 20 October 1951) 


WASHINGION J/32 4M So ON Ww PHILADELPHIA & ow 5 Chestnut St Bell Telephone Co., 
fost 420d Street LOS ANGELES D Close can Coffee Bureau 
N Wabash Ave SAN FRANCISCO. Geo 0 Close. In Pharmacal Co., 
Also LONDON - FRANKFURT. TOKYO ae — 
swvyer's Ine 
Seott & Sone Co 


THE OKLAHOMAN AND TIMES 


GIVE YOU THAT 


Brand New Goss ‘‘Headliner’ Press 


The new 12-unit Goss, in operation since 
September, 1951, was designed for maxi- 
mum quality and flexibility in both color 
and black and white printing. 


R.O.P Spot Color - 1, 2, 3 Colors & Black 


Oklahoman and Times craftsmen have 
produced spot color press work of high 
quality for many years. Their know-how 
in this field, transferred to the new presses, 
is producing fine color work 


Process Color - Trial Stage 


The Oklahoman and Times are still ex- 
permmenting (with their own money) with 
the R.O.P. printing of 4-color process 
plates. Not until experience in this field 
begins to produce consistent high quality 
will full color be offered to advertisers. 


«iN THE 
GREAT SOUTHWEST 


Gaylord Co 


Milling Co 


New England 


Omaha 
York 
York 
Ruberoid Co 


New 


Portland 


Marysville, O 


THE DAILY OKLAHOMA 
OKLAHOMA CITY TIM 


BIGGEST SUNDAY 
CIRCULATION 


917 the number advertisers in- 
cluded in the tot: ABC member- 
gets h vapor 4 ABC member- Textron Increases Sales 
hip of 3Y advertiser ugencie 
“ By $13,000,000 Over ‘50 
ind) publisher I Ss and . 
Canado rextron Inc., Providence, R. I 
Vint 
« Soms Super Morbet the Army Novy Air Force Exchanges und Commissary on existered about $100,000,000 in 
Stores, sett branded products to millions of Armed Forces personnel and their de Phe 32 new members are ales in 1951, compared with $87,- 
pendentsall over the world You con reach this mass of consumers with advertise Affiliated Gas Equipr Inc, Cleve 00,000 in 1950. Net profits for 
nents of your brand in this network of TIMES circulations published weekly for ail ror d, Allegheny Steel Cory 951, after taxes, are expected to 
three services Buy spoce in any combination of US. European or Pacific editions musgn: Sarees ms “m= exceed $5,000,000, about $4 per 
cago; J. 1. Case Co Wis; Chure 
to fit your distributior common share 


Can The company said total sales for 

Corp, 1952 probably will not go over 

i & Chem- $100,000,000 because of the dis- 
le Ir Brook- continuance of its sheet and blan- 
ket business. But an additional 

aug Co Avbe- $50,000,000 sales volume is antici- 


pated in 1954 because of the addi- 
tion of three plants in the South 


Products Co 
Telephone 
Northwestern 
Pan Ameri 


Kinnard & Kinnard Joins 4 A's 
Kinnard & Kinnard, Minneapo- 

lis, has been elected to membership 

the American Assn. of Adver- 


Pearsor 
Reddi-Wip 
New York 
Ore oO M in 


tising Agencies 


THE OKLAHOMA PUBLISHING CO. 
THE FARMER-STOCKMAN 
WKY - WKY-TV OKLAHOMA CITY 
Represented by THE KATZ AGENCY, INC. 


Advertising Age, January 14, 


FOR FORMFIT—Formfit Co., Chicago, will 
run this ad in 10 magazines and 141 
popers during May as part of its largest 


spring drive. MacFarland-Aveyard, Chi 
cago, is the agency. 


Formftit Slates Most 
Extensive Drive in 
Magazines, Papers 


Curicaco, Jan. 8—Starting in Feb- 
ruary, Formfit Co. will launch its 
most extensive spring ad campaign, 
using 20 magazines and 194 news- 
papers across the country 

All national ads for the founda- 
tion manufacturer will carry the 
“Life by Formfit” logotype and 
“The accepted symbol, for fit, for 
comfort, for a sweetheart of a 
figure” in the copy 

The magazine list 
American Girl, Charm, Compact, 
Coronet, Cosmopolitan, Glamour, 
Good Housekeeping, Harper's Ba- 


includes 


zaar, Holiday. Holland's, House- 
hold, Ladies’ Home Journal, 
Life, Look, McCall's, New York 
Times Magazine, Photoplay, The 


Saturday Evening Post, Seventeen 
and Vogue 

MacFarland-Aveyard, 
is the agency 


Chicago, 


RCA Victor Appoints Two 

RCA Victor division of Radio 
Corp. of America, Camden, N. J., 
has appointed William F. Carolan, 
formerly sales manager of E. 
Lathan Co., New York, general 
sales manager of the newly cre- 
ated air conditioning department, 
and Roger Gimbel, formerly in 
the advertising department of the 
Journal-Herald, Dayton, O., copy 
chief of the home instrument ad- 
vertising department. Mr. Gimbel 
succeeds Benjamin Jones, who has 
taken a leave of absence because 
of ill health 


McGraw Promotes Robertson 

D. S. Robertson, formerly ad- 
vertising manager of Science Il- 
lustrated, and more recently sales 
representative of Engineering 
News-Record, a McGraw-Hill pub- 
lication, has been appointed sales 
manager of the latter paper. It is 
a newly created position. 


‘Times’ in Starch Study 

The New York Times has joined 
the Starch readership program, 
starting with the issues of Jan. 10, 
Feb. 7 and March 13. Studies of 
the national advertisements in one 
issue of the Times each month will 
be made and will be available to 
agencies and advertisers. 


Miller Rejoins Lund Agency 
Jack Miller, formerly an account 
executive in the Mexico City office 
of Grant Advertising, has rejoined 
Lund & Heitman Advertising, 
Honolulu, as commercial manager. 
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Advertising Age, January 14 
- a 
‘Time’ and ‘Life’ 
’ ’ - 
Are ‘Look’ Winners 

New York, Jan. 8—Two pro- 
grams sponsored by Time and Life 
were among the network telecasts 
singled out for commendation on 
the second annual TV awards 
made by Look magazine. 

Three of the 12 categories were 
taken by NBC's “Show of Shows,” 
which is sponsored by several ad- 
vertisers. It was named as the best 
variety program; its stars—Sid 
Caesar and Imogene Coca—were , 
dubbed as the best comedy team, 
and its producer, Max Liebman, 
received top honors in that divi- 
sion 


® Other winners: dramatic pro-! 
gram—*‘Studio One” (CBS), West- 
inghouse; news program—‘“Camel 
News Caravan" (NBC); master of 
ceremonies—Texaco’s Milton Berle 
(NBC); educational program— 
“Zoo Parade” (NBC), Quaker Oats 
Co.; sports—Gillette’s over-all 
“Cavalcade of Sports” program 
(several events on several net- 
works); children’s program— 
“Kukla, Fran & Ollie” (NBC), 
several sponsors, including Life, 
during 1951; director—Alex Segal, 
now director of “Celanese Theater” 
(ABC), formerly director of “Pul- 
itzer Prize Playhouse”’ when it was 
sponsored on ABC by Schlitz; 
public affairs and special achieve- 
ment—Kefauver committee hear- 
ings. Portions of the. latter were 
sponsored over ABC by Time. 

Selections were made by a jury 
representing TV reviewers, net- 
work executives, producers, di- 
rectors and advertising agency 
men. Plaques will be presented 
Jan. 9 over the “Kate Smith Eve- 
ning Hour” on NBC-TV. 


Fairbanks Buys Back TV 
Films trom NBC Network 

Jerry Fairbanks Inc., Hollywood, 
TV film producer, has paid close 
to $200,000 to National Broadcast- 
ing Co. for the return of the tele- 
vision film products it made for 
the network. The transaction in- 
cluded 13 “Jack and Jill” half- 
hour comedies, 195 “Crusader Rab- 
bit” animation programs, 26 “Pub- 
lic Prosecution” shows, and 26 
“Going Places with Uncle George.” 

The Fairbanks company wanted 
the products to augment its pres- 
sently owned programs, which in- 
clude “Front Page Detective,” 
“Hollywood Theater” and “Holly- 
wood Half-Hour.” The return of 
the NBC products gives Fair- 
banks a complete line of program- 
ming, ranging from wrestling to 
animation, and from five-minute 
to hour-long shows. All the pro- 
grams will be available to local 
and regional sponsors. 


Kriebel to GE Supply Corp. 

Howard W. Kriebel, formerly 
with WNAR, Norristown, Pa., has 
been appointed advertising and 
sales promotion manager of Gen- 
eral Electric Supply Corp., Sche- 
nectady, N. Y. 


Nothing Ever Like The 


Intriguing. 

ADVERTISING 
NOVELTY 

The 
Modern Replacement 
For the Conventional 
Billfold 
4 A truly sensational name-im- 
Kmifusemem Printed give-away goodwill! 
builder thot appeals to men and 
women. Mysteriousiy secures 
bills under cross-straps with o 
quick ‘‘turn-over'’ action; sepa 
rates $1.00 bills from larger 
bills in ao flash; appears to 
change serio! numbers from 
$1.00 bills to another when 
Folder is opened. Size 6%," « 
3%” closed; for pocket or purse; 
richly made of gleaming pure 
virgin viny! plastic; won't dull; 
outwears leather; color choices 
WRITE today for quantity prices 

end circuler 
CHARMS & CAIN (Mfrs.) Dept. AF-14 
407 So. Dearborn St., Chicago 5, lil. 


Grove to Irwin Vladimir 

Grove Laboratories Inc., St 
Louis, producer of Grove'’s cold 
tablets and other medications, has 
appointed Irwin Viadimir & Co 
of Illinois, Chicago, to direct its 
export advertising. 


Ferranti to Shivell 

Ferranti Electric Inc., New York, 
manufacturer of electrical trans- 
formers and instruments, has ap- 
pointed Kirk B. Shivell Inc., New 
York, to handle its advertising. 


‘American’ Goes to 35¢ 

American Magazine has raised 
its newsstand price from 25¢ to 
35¢ with the January issue—the 
first increase in more than 
30 years. Higher production costs 
were cited as the reason for the 
boost 


Lover Joins Carl Vienot 

Lewis H. Lover, formerly Bos- 
ton advertising counselor, has 
joined Carl G. Vienot Inc., Bos- 
ton, as art director 


The Sun Shines Bright On PADUCAB--- 


@ $500 Million Atomic Piant Is Geing Up. 
@ Greatest bank activity gain in U.S. 


~ @ No. | High Spet City (Sales Management). 


J) ~ 

The Paducah Sun Democrat 
25,000-Pius Paducah, Ky. Burke, Kuipers 
Daily - Sunday & Mahoney 


Consolidated Enamel Papers 
cut printing costs 
for Cluett, Peabody & Co., Inc. 


When you're the leader in a highly competitive 
field like menswear, you have good reason 

to pay close attention to both printing quality and 
cost. Each new seasonal promotion of Cluett, 
Peabody's famous Arrow line calis for folders, 
reprints, and other printed pieces by the millions 

But the revolutionary economy of Consolidated 
Enamel Papers makes equally good sense 
for the small user. Consolidated Enamels provide 
the finest printing qualities of premium-priced 
enamel papers. Savings of 15 to 25) are due 
solely to the modern manufacturing method 
Consolidated pioneered. 

‘To prove it, we'll be glad to send trial sheets to 
your printer, Compare them with any enamel 
paper at any price. You'll see why Cluett, 
Peabody and other leaders specify Consolidated 


Enamels for finest printing and save! 


Finest enamel paper quality at lower cost 


is the direct result of the enameling 
method which Consolidated pio- 
necred, Operating as a partof the 
papermaking machine, it elim- 
inates many costly steps still re- 
quired by other papermakers and 
produces highest quality paper, 


stmultaneously enameled on both 


sides, ina single high-speed operation. 


A 


Production Gloss - Modern Gloss - Fiash Gloss 

© CONSOLIDATED WATER POWER & PAPER COMPANY + Makers of Consoweld 

decorative and industrial laminates « Main Offices Wisconsin Rapids Wisconsin 
Sales Offices 135 So LaSalle St. Chicago 3, tll 
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For every dollar 
American families spend in 
Supermarkets, they spend 2 
dollars in all other food and 
grocery stores” 


TOTAL EXPENDITURES IN FOOD STORES, ALL FAMILIES 


33 Billion Dollars 


10% billion dollars spent in Supermarkets. 


22'2 billion dollars spent in all other 
food and grocery stores. 


MACFADDEN PUBLICATIONS, INC. « 205 EAST 42nd STREET » NEW YORK 17 
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TRUE STORY WOMEN’S GROUP delivers 
maximum coverage and impact in the great 
wage-earner market—largest market for con- 
sumer goods in our economy today! 


For every dollar 
TSWG families spend in 
Supermarkets, they spend 3 
dollars in all other food and 
grocery stores!" 


eS aw “eee * TE ll 


MONTHLY EXPENDITURE IN FOOD STORES, TSWG FAMILIES 


$254.32 


[] $67.37 spent in Supermarkets. 


$186.95 spent in all other food 
and grocery stores. 


**Based On Cincinnati Survey. 


OFFICES: CHICAGO + BOSTON «+ SAN FRANCISCO 
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‘Sport —Men’s Group offers the broadest cover- 7 
_‘ age of your male-market at the lowest possible 


& Compare... cost, circulation, coverage ...and 
_ you'll choose Sport —Men’s Group ... dollar-for- 
dollar today’s best buy! © a ie 
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WITH A Bipmaster 


ee = =§=6—Attracts and holds prospect's attention by sett 
at 2 10° angie when he is standing or « 00 
TIN@ ~6ting Two pockets hold order ped ulars 
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THE PEREMPEHET SALES KIT 


Combines o Ring Binder Display Unit with a Handy Lipper Case 


1702 W WASHINGTON BLVD 
HLLINOTS 


‘Building's 


New Yor«, Jan. 9—When the 
House & Home edition of the Mag- 
azine of Building vs Jar 11, it 
will carry 143 page f advertising 
and reach more than 100,000 sub- 
re scribers, of whom the publishers 
e@ identify more than 93,000 as pro- 
@ fessionals in the building field 
. , 

e When the new edition was an- 
> nounced, circulation guarantee was 
@ set at 60,000, and advert ) 

4 will hold through the August issue 
e Thus House & Home delivering 
= 40,000 bonus cir ition, and its 
e professional subscription alone 
4 are more than 50% higher than 
e the guarantee, the publication savs 
e At the same time, Time Inc. re- 


‘*House & Home’ Edition Hits 
100,000 with First Issue Under New Plan 


ported that the January issue of 
the Architectural Forum edition of 
the Magazine of Building (which 
will cover heavy building industry 
as H&H covers the light) will have 
a circulation of more than 46,000 
—original guarantee was 45,000 
and will carry 151 pages of paid 
advertising 


ng rates ® Essentially, this was Time's an- 


swer to the question, “How are the 
plit editions working out?” The 
two 1952 January issues carry 295 
pages, compared with 171 pages 
carried by the single Magazine of 
Building in January, 195!. 

In the new House & Home edi- 


ANY Time Is GOOD TIME 


MORNING — 22 firsts out of 22 
rated periods. 


AFTERNOON — 22 firsts and 2 


seeonds out of 24 rated periods. 


EVENING — 46 firsts (1 tie), 16 
seconds (2 ties) out of 70 rated 
periods. 


Every KRNT personality show and news 
period out-I loopers every competing show 
in Des Moines! These ratings are proof 
conclusive that KRNT never was better 
— never a better buy! By every standard 
of comparison, KRNT is one of the great 
stations in the nation. We're big and 


growing bigger in a big market... FAST. 


4 


KRNT’s 
107.4% greater than the No. 2 station, 
and is larger than the combined total of 
the No. 3, 4, 5 and 6 rated stations .. . 
is 21.4% greater than No. 2 and 3 sta- 
tions combined. 


KRNT... FIRST 


in morning audience! 
audience (41.9% 


share) is 


KRNT... FIRST 


in afternoon audience! 


KRNT’s audience (46.9%) is 108.4% 
greater than the No. 2 station, and is 


larger than the combined total of No. 2 


~-s 


3, 4 and 5 rated stations. 


KRNT... FIRST 
in evening audience! 


KRNT’s audience (37.0% 
greater than the No. 2 station. . . 


is 50.4% 


is 


131.3% greater than the No. 3 station. 


KRNT... FIRST 


in total rated time periods! 


KRNT’s audience (40.5% 
greater than the No. 


is 79.2% 


2 station, and is 


— 


greater by 14.7% than the total of No. 2, 
3 and 5 stations combined. 


STATION witH THE 


FABULOUS PERSONALITIES 


AND 


ASTRONOMICAL HOOPERS 


Represented by THE KATZ AGENCY . . . SOURCE: C, E. HOOPER DES MOINES AUDIENCE INDEX, OCTOBER, 1951 


Advertising Age, January 14, 1952 
tion, the publishing company states 
its position firmly, and lays to rest 


the persistent rumor that the new 
edition is really a pilot operation 
for a venture into the shelter field 
“This magazine is conceived, writ- 
ten and edited for professionals,” 
the editorial says. “Let there be no 
confusion here. If others find it 
useful to read over the profession- 
al’s shoulder they are welcome, but 
this is no primer for laymen.” 

In a second editorial, the edition 
looks at building's future, and 
finds: (1) that building is the big- 
gest new postwar U. S. industry; 
(2) that the building industry 
shored up prosperity after World 
War II, as automotive manufactur- 
ing had after World War I: (3) 
that the home building industry is 
an outstanding example of govern- 

| ment-and-industry cooperation 

@ Further, H&H holds that home 
| building (1) is an outstanding ex- 
ample of free competition among 
thousands of competitors; (2) has 
made more progress than any 
other major segment of the econ- 


omy—and will make more—be 
cause of an assured stable volume 
of about 1,000,000 new homes a 


year; (3) now is in the throes of a 
genuine industrial revolution 

It was largely on these grounds 
that the magazine launched H&H, 
which is designed for all light 
builders, from homes to garden 
apartments, and for the merchant 
builder, not the carpenter-builde: 

Some advertising observers fig- 
ure that the 100,000-plus circula- 
tion figure for the new edition may 


set a record for business pape: 
circulation outside the medicai 
field. 


@ The new edition marked a new 
cycle for Time Inc., which became 
interested in building as a 
of a series of Fortune articles by 
Archibald McLeish, called “Re- 
housing America.” After producing 
a dummy of a new magazine in 
the building field, the corporation 
finally bought Architectural For- 
um in 1932, which then had 5,000 
subscribers, nearly al! of them 
architects. Conceived as a horizon- 
tal building publication, it had 
70,000 circulation in 1951, when 
the decision to divide into two edi- 
tions was made. 


result 


Wheelock Co. Elects Board 
Head; Shifts Two Execs 


Ward Wheelock Co., Philadelphia, 
has elected Ward Wheelock, presi- 
dent, to the newly created post 
of chairman of the board. Arthur 
A. Bailey, executive v. p., has been 
elected president. 

At the same time, Wiliam R. Far- 


Arthur A. Bailey 


Ward Wheelock 


rell, a v.p. and member of the 
board of directors and the execu- 
tive committee, has been elected 
Ist v.p., and Walter L. Stocklin, 
v.p. in charge of the art depart- 
ment, has been re-elected to the 
board of directors and to the ex- 
ecutive committee 


Waltman Named Sales Head 

Clinton Waltman, formerly work 
clothes buyer for Abraham & 
Straus, Brooklyn department store, 
has been appointed sales manager 
of New England Overall Co., Bos- 
ton. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph. mimeograph, address or 
mailing job. Quick pick-up and de- 
livery. fast and accurate work, plenty 
of <eperiqnced_perwaee. che 
always in line E LETTER SHOP. 
Inc., 431 S. Dearborn St.. Chicago 5 
(Now in our 23rd successful year.) 
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‘Ad Savings Permit’ 
New Premium Offer 
for Tavern Pale 


Cuicaco, Jan. 8—Atlantic Brew- 
ing Co. has begun a giveaway ad- 
vertising promotion which is un- 
precedented in Illinois where, un- 
til a year ago, brewers were pro- 
hibited from giving “practical” 
gifts to consumers 

The campaign follows a deci- 
sion handed down in the superior 
court of Cook County on Dec. 18, 
1950, which reversed the prohib- 
itory Regulation 22 set up by the 
Illinois Liquor Control Commis- | 
sion under the Illinois Liquor Con- 
trol Act. | 

Using the giveaway gimmick to! 
promote Tavern Pale beer, the 
company began placing radio spots | 
about two weeks ago to introduce 
the premium offer. Atlantic will 
begin a newspaper campaign next | 
week with a full-page insertion | 
in the Chicago Tribune 


8 The copy for the campaign car- 
ries the assertion that reduced ad- 
vertising expenditures make it | 
possible for Tavern Pale to offer | 
premiums 

The redeemable coupon is in- 
corporated in the neck-label of | 
Tavern Pale beer as a perforated, | 
detachable double-label. More than | 
300 gifts offered are listed in a} 
catalog which may be obtained | 
from Tavern Pale retailers | 

Leo M. Lederer, advertising | 
manager and general sales mana- 
ger, told AA that the company ex- 
pects to begin a similar campaign 
soon in Wisconsin and Indiana 
where no laws exist against brew- | 
eries giving prizes to consumers 

W. B. Doner & Co., Chicago, is 
the Atlantic Brewing agency 


| 

Eleven Stations Join Liberty 
Eleven stations in the Pennsyl-| 
vania, West Virginia and Ohio 
steel markets have joined Liberty 
Broadcasting System. They are 


WEDO, McKeesport, Pa.; WBVP, 
Beaver Falls, Pa.; WCVI, Connells- 
ville, Pa.; WABC, Kittaning, Pa.; 
WKRZ, Oil City, Pa. WESA, 
Charleroi, Pa.; WCED, DuBois, 
Pa.; WKJF, Pittsburgh; WMOD, 


Moundsville, W. Va.; WEIR, Weir- 
ton, W. Va., and WOHI, Eas: Liv- 
erpool, O 


RCA Promotes Bradbury 


Hollis D. Bradbury, eastern man- 
ager of film recording sales of the 
engineering products department 
of Radio Corp. of America, Cam- 
den, N. J., has been promoted to 
national manager of that division. 
He has been succeeded as eastern 
manager by Everett Miller, su- 
pervisor of sales engineering of 
the RCA film recording section. 


Norton Co. to Chirurg 


James Thomas Chirurg Co., Bos- 
ton, has been appointed agency 
for the machine division of Norton 
Co., Worcester, Mass., effective 
Jan. 1. Chirurg already was han- 
dling the abrasives and refractories 
division of the company. 


NEGROES SPEND 
$15 BILLION A YEAR! 


DO THEY SPEND IT 
ON YOUR PRODUCTS? 


You can get your share of this vast and 
wealthy market—reach Negroes the wa: 
they want to be reached—through their 
own Race ilanetens —the newspa 
and magazines they welcome into ir 
homes and read constantly. Negroes are 
intensely loyal to the advertisers they see 
in their own publications— oe this mar- 
ket an urge to buy that yD) respend 
to! Stop overlooking $15 billion— Negroes 
buy what you sell—if they read about it 
in their own publications! For full details 
write Interstate United Newspapers, Inc., 
545 Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade 


ONE EXAMPLE: 


for « oa 


Expands Ad Program in ‘52 


An expanded program during 
1952 for Burndy Canada Ltd., To- 
ronto manufacturer of electrical 
connectors, will be directed by 
Heggie Advertising, Toronto. Space 
in key publications will double 
the use of color, and direct mail- 
ings will be intensified. The com- 
pany house organ wil] be doubled 
in size and distributed across the 
entire mailing list 


Four A's Elects Sive Agency 

Leonard M. Sive & Associates, 
Cincinnati, has been elected 
membership in the American Assn. 
of Advertising Agencies 


to | appointed 


Daytimer Appoints Agency 
Daytimer Shoe Co, North Ad- 
ams, Mass., has appointed Louis 
K. Frank Co., Boston, to direct its 
advertising. Women's service mag- 
azines, trade publications and 
point of sale material are being 
used. Previously, the company 
placed its advertising direct 


| Trotter to Krupnick Agency 


William G. Trotter, formerly a 


copywriter with American Fixture 


& Mfg. Co., St. Louis, manufac- 
turer of dinette furniture, has been 
assistant production 
manager of Krupnick & Associates, 


St. Louis agency 


BEFOP™ YO" BUY 
NO VER Tip On 
Usi \D-N 1 IIS-ER for Dealerships! 
THE AD-VER-TIS-ER, INC FORT WAYNF, INDIANA 


Of all of Mr. Webster’s definitions of equipment, 


we like the following: 


e-quip’‘ment: the mental or temperamental 


traits and resources which 


equip a person. 


Certainly we have the physical equipment for mak- 


ing fine television commercials in our studios (and 


we'll have an interesting story to tell about some of 


this later) but the physical equipment represents 


only the tools of the trade. 


PHOTOGRAPHIC ILLUSTRATIONS - MOTION PICTURES - SOUND SLIDE FILMS - TELEVISION COMMERCIALS 


We sell personnel. We sell experienced personnel. 


We sell advertising personnel. 


From the creative beginning through complete pro- 
duction, our key people are specialists in visual 
selling. That’s why Sarra television commercials 


are eye and pocketbook openers! 


NEW YORK—200 E. 56th Street 
CHICAGO—I6E. Ontario Street 


Specialists in Visual Selling 
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Toni Co. Budgets 
$12,000,000 for 
‘52 Advertising 


Curcaco, Jan. &—In 1952, Toni! 
pend $12,000,000 for ad- 


ing the 


The American Central 
of Aveo Mfg. Corp., Connersville 
Ind, manufacturer of steel kitchen 
sinks, cabinets and kitchen 
ories ha changed its name to 

merican Kitchens division of 
Aveo. Personnel and operations 
remain the sarme 


division 


acces- 


Clark Collard Gets Account 
Franklin Accessories, Culver 

City, Cal.. manufacturer of auto- 

highest amount In) mobile accessories, has appointed 


ts hist ind a 1 high | Clark Collard Advertising, Los An- 
the metics indu sccord- | geles, to direct its advertising 
ng to R.N. W. Harri loni pres- 
lent 
ince 1048 wher Tont home 
———EEE 
permanent emerged as one of the : 
ounts leading cosmetic brand 
the company has been spending at it 
i level of approximately $7,000,- 26 aa \ 
ooo This year budget will be : 
hared almost equally by printed 4 


television, Mr 
izat 
ited for 
llocation of the budget 1 
Poni 


media radio and 
Harri iid A 


ilso will be 


e percentage 


allo« sampling 
prin 
and Prom home 
Also in 
Rain 
rinse 


cipally to the 
permanent wave kit 
cluded are Whit 

Toni 


creme sha 


lotion 


hampoo creme and 


Toni mpoo 
@ Mr. Harri 
Vertising in newspaper 

increased markedly in 1952 
y upplements and magazines 
iding this « will 


pointed out that ad 
will be 
backed 
poarhe ampaign 
1 serie of ads in the 
of 157 key papers through- 
@ut the country 
relevision shows sponsored by 
loni Co “Arthur Godfrey 
nd sis Crime Pho 
grapher Stop the Music 
apc 1 15-minute segment weekly 
the Kate Smith Show 
yi has just signed for 52 week 


comics 


ction 


include 
FRiends 


ind 


which 


e compeny also 


ponsors on 
radio Grand Central 
ation Arthur Godfrey and Hi 
en is Thi I Nora Drake’ 
dd “It Happens Every Day.” Mr 
iid «additional network 
ideration 


twork 


ows are under con 

Proote, Cone & 

viles Prom 
4 creme 
L@ird, Chicago, is agency for 
Rai: Toni 


Séhweizer to Bayless-Kerr 

. A. Sehweiver, formerly ad 
v@tising manager of Tinnerman 
Péiducts Ince, Cleveland, producer 
SH Speed nuts and clips, has been 
Appointed an account executive o! 
Bayle Kerr, Cleveland agency 


Belding, Chicago 


Toni, Tonette and 
Tatham- 


White 


hampoo 


ind creme rinse 


» « real selling 
33 County 


Colden 
of North 
1950 Retail Sales 


$824 081,000 


(sm 5 10 $1) 


busy 


The Haleigh 
the OND VY Merning- and. Sunday 
this 


News and Obscever ix 
News 


paper in active, arowing areca 


114,670 Morning 
118,713 Sunday 


sher's Statement to ABC 9 30 5$1) 


Ihe Kaleigh 


(Pub! 


News and Observer 


_ MORNING & SUNDAY 


S 


promotion 
Frary &C 


Avco Division Changes Name Perkins Named Silex S. M. 
H 


Perkins, formerly 
manager of 
lark, New Britain, 


sales 
Landers 


Conn 


manufacturer of Universal house- 


hold aids 
eral sale 
Hartford 
| offe . 


irons 


makers 


has been 
S$ manager of Sile 
manufacturer of 
and automatic 


900.000 TV Sets in Philly 


The T 
Assn. rej 
ion sets 
phia 


area 


are in use 


elevision 
yorts that 


Contr 


in the 


appointed gen- 


x Co., 


glass 


steam 


actor's 
900,000 televi- 
Phil: 


ide}l- 


| Beise Elected Chairman 

George Beise, head of the mar- 
ket research department of Cros- 
ley division of Avco Mfg. Corp., 
Cincinnati, has been elected chair- 


man of the statistical and market 
research committee of the Na- 
tional Electrical Manufacturers 
Assn 


Three Name Posner-Zabin 

Posner-Zabin, New York, 
been appointed advertising agen- 
cy by Griffin Wellpoint Corp., 
Sloves Mechanical Binding Co. 
and Mobo Toys, all of New York. 


has 
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Creates 2 Sales Divisions 
Rimberly-Clark Corp., Neenah 
Wis., has replaced its paper and 
wadding merchandising divisions 
with a merchandising division, to 
be headed by R. B. Sawtell, man- 
ager of the creped wadding divi- 
sion, and a product development 
division, to be headed by Abbott 
Byfield, product engineer in the 
sales department 


Weed Appoints Wexton 

Weed & Co., radio-TV station 
representative, has appointed Wex- 
ton Co., New York, as its agency 


—— 
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Bates Joins Boston Agency 

Joseph D. Bates Jr 
fishing editor of Hunting & Fish- 
ing. has joined Reilly, Brown & 
Willard, Boston advertising and 
public relations company. Mr 
Bates, who was a partner in Snow, 
Bates & Orme, Springfield, Mass., 
agency, will be an account execu- 
tive. 


Rand Advertising Moves 

Rand Advertising has moved to 
new quarters at 38 E. 57th St. 
New York 


formerly | 
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| Dorr to Sutherland-Abbott 

Dorr Co., Stamford, Conn., man- 
ufacturer of heavy processing 
equipment, has appointed Suther- 
land-Abbott, Baston agency, to 
handle its advertising. Previously, 
the company handled its own ad- 
vertising. 


Murray's Names Jenkins 

Murray’s Inc. has appointed Ray 
C. Jenkins Advertising, Minneap- 
olis, to handle advertising for Mur- 
ray’s restaurant and lounge, Min- 
neapolis 


‘Weekly’ Promotes Boynton 

James B. Boynton, who has been 
with The American Weekly since 
1932, has been promoted to east- 
ern advertising manager. He will! 
supervise the activities of the New 
York, Boston and Atlanta offices 
Harry D. Meyers continues as New 
York manager 


Hershfield Becomes V. P. 

Harold Hershfield, national sales 
manager of Browne Vintners Co., 
New York, has been elected a v.p 
of the company. 


‘Trib’ Offers Use of Editorial Color Mats 


Curcaco, Jan. 8—The Chicago 
Tribune will make available to 
other newspapers equipped to print 
color the mats of editorial news- 
print color pages the Tribune has 
scheduled for publication during 
1952 

The first of these pages, which 
was published yesterday in con- 
junction with the winter furniture 
market here, was devoted to home 
furnishings for 1952. Other color 


A “diplomat” clears his throat deep inside the Kremlin...and in 


Downing Street and along Pennsylvania Avenue, desks rattle. Why? 


An indifferent radio comedian becomes a rage television comic. Why? 


A college changes its curriculum. Why? A labor union changes its philosophy. 


Why? A “statesman” decides to throw his hat into the ring. Why? 


Why? Why? Why? What does it all mean? What does it mean to you? 


That's the big question that prods us, these restless and uneasy days, every 


time we pick up our newspaper. 


It’s the big question, too, that prods Lester Markel and his staff. 


And in the more than 25 years Lester Markel has been Sunday Editor of 


The New York Times, he has probably done more to answer it for 


anxious newspaper readers than any other editor in the country. 


To Lester Markel and his staff, putting themselves in the reader's place, the bare 


facts of the news, lacking background and interpretation, are meaningless. 


Background gives the news shape and form; interpretation gives it dimension 


and perspective. Both tie the loose ends of the news together to 


vive it meaning and significance. 


Animated by this spirit, Lester Markel and his staff have helped make the 


Sunday Times a unique institution in world journalism. Stressing news 


background, The Times Magazine has become one of the most important U.S. 


magazines. Stressing news interpretation, the Review of the Week Section 


has developed into one of the most carefully read newsreviews. The Times Book 


Review is today probably the leading U.S. literary publication. The Arts 


Section is a must for everyone concerned with the theatre, the movies, music, 


art, the dance, radio, and television. 


Every day of the week, The New York Times is different from any other 


newspaper you know. It is alert, vigorous, interesting. It has the largest staff. 


Its editors, reporters and correspondents, men and women of many and 


varied skills and talents, are always restless until the reader is informed. 


And The Times informs readers with more news than any other source. 


The meaningest man in town 


* And when readers get more out of a medium, advertisers get more, too. 


That’s why, for °3 years, advertisers have made The Times their first 


medium in everybody’s first market. There’s a lot about today’s Times you 


ought to know. When may we tell you? 


oa The 


New York Times. 


= as wearer 


WRURRIEATYT® Policeme P=" -40 Trig 
A whIDCs = 
Lal 


one of a series about the people who make The New York Times“ America’s most distinguished newspaper” 


pages included in the 
schedule of 16 during the first six 
months of the year will cover Val- 
entine’s Day gifts, a guide for 1952 
brides, a spring wardrobe for 
women and the Chicagoland Bet- 
ter Rooms pageant 

Prices of the color mats, original- 
lv produced at an estimated cost of 
$1,000 range 25 


proposed 


each, from $125 to 
$200 for each page, depending on 
the number ordered 


Magazine Print Orders Hit 
by Argentina Paper Decree 
print orders will be 
drastically reduced in Argentina 
in 1952 as a result of a govern- 
ment decree. Because of the paper 
rationing, Selecciones del Reader's 
Digest expects its net paid circu- 
lation to be affected 

Digest advertisers have been nu- 
tified that the present rate struc- 
ture will remain for the time 
being, but rebates will be made 
in accordance with final net sales 
figures during, or at the end of, 
1952. 


KLX 


LEADS AL 


OAKLAND- 
SAN FRANCISCO 
Independent — 
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STATIONS © 
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Hocper Share of Audience 
May Through September, 1951, 
Oakland 
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Tribune Tower—Oakland, Calif. 
Represented Nationally by 
BURN-SMITH COMPANY, INC. 
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This department 1 reader's forum 
Consistency Gives V. P. Belding have spent a great many 
Title to FC&SB Group Heads hour the subject. We have 
To the Editor: While it is prob talked to other agencies And for 
~ é ‘bly the most lighthearted, I can everal years, at least in Chicago 
soe f eee vou that yours is pot th we elected new vice-presidents 
& Poe d vendum about adver rher iddenly, we found our- 
om ‘oem . oaiieed elves in th position: Some of 
Nor = Lit. lin Pt extn he the last if wccount groups were headed 
Over a Yong period of time a CO-PEESICENIS, CLHETS, In ev- 
utter of © mn Foote Cone & er A Y i were not, certain 
sur account were ipervised 
by vice-presidents, while others 
vere not; some of our departments 
Phot saves ere headed by vice-presidents, 
line wash drawings by ile other equally important 
- + agal . dan noe not; finally, the distinction 
fer Proofbook |-A of y | @xi ilso in comparable posi- 

or “pn on 4 He eae ions in different offices 
qurietion olen We had two choices if we 
EVE*CATCHERS, Inc wanted to be consistent. We could 
207 €. mh Hr, MY. ty 6 lish the title. Or we could elect 


AND RIGHT 


ON TIME! 


Every day, 


people live 
‘round the clock by radio 
in these markets. They get 
up, they go to bed, they 
buy — by radio! Why 
don't YOU buy radio in 
these markets? 


LOCAL 
PROGRAMMING 
Plus 
ABC 


ARKANSAS 


a 
' 
| 
! 
| 


SPOT THESE, Too! 


Buy in a Package 

One Order — One Bill- 
ing. Sell the home-town 
folks in these markets. 


q------------ 


Represented by JOHN E. PEARSON CO. 


Owned & by 


m Operated 
WESTERN PUBLISHING 


_ Arkonyas; Examiner-Enterprise, le, 
—homa, and The Daily Times, Okmulgee, Oklah 


The Voice of the Advertiser 


Letters are welcome 


to vice-presidencies al] those in 
similar positions to the then vice- 
presidents. 

We decided on the latter course 
Our 


vice-presidents are the re- 
sponsible members of the organ- 
ization; they are responsible for 


the operation of our business for 
our clients, and they are responsi- 
ble for the conduct of the business 
for the thousand-odd employes 
who live by it 

In a partnership (as in a law 
office) these names would be 
listed in the letterhead—and no 
one, I believe, would think the 
number excessive in the case of 
any office 

The thing is, we, like, most) 
agencies, operate as a corporation 
There are many reasons for this 

And so, while functioning along | 
partnership lines—again, as in the 
case of the law firm—most agencies 
have come to the use of the corpo- 
rate title, vice-president, to desig- 
nate responsibility 

In our own case, the vice-pres- 
idents are the people specifically 
responsible for 
gether with certain large-depart- 
ment heads 

One reason why we may have 
more than some other agencies is 
because our offices in New York, 
Chicago, Los Angeles, San Fran- 
cisco and Houston are complete | 
agency units. In addition, there is 
our radio and motion picture of- 
fice in Hollywood 

The vice-presidents are, in ef- 
fect, the “partners.” 

And we don't know any better 
to designate them 

FAIRFAx M. Cone 

President, Foote, Cone & Beld- 
ing, Chicago 


our accounts, to- 


way 


Some V. P.s Work in Shifts 


To the Editor: Just a pat on the} 
humorous | 
Dec. | 
31, “Editor Discovers Why There}! 


back for 
article in 


your very 


ADVERTISING AGE, 


Are So Many V-P.s in Agencies.” 


It reminds me of a friend of mine| 
vice-| 


who was recently made a 
president of a large bank. When 
I congratulated him he modestly 
said that after all it wasn’t too 


much of an honor. He then went on} 


to explain they had so many vice- 
presidents they had to work in 
shifts lest the depositors 
there was a run on the bank 
Hope such a_ condition 
prevails in advertising agencies 
OmaR H. KELLER, 
Manager, Philadelphia Sales 
Office, Farm Journal, Phila- 
delphia. 


- 

New V.P. Added to NALE 

To the Editor: The companies 
you list are pikers when it comes 
to vice-presidents. NALE—in 
which I now make you an active 
member—is composed ENTIRELY 
of v.p.s 

May 1952 bring us more, bigger, 
brassier, and happier vice-presi- 
dents, partscularly of the lugu- 
brious variety 

E. P. HERMANN, 

LaSalle Extension University, 

Chicago 

Mr. Hermann’s letter enclosed 
a membership card in NALE—Na- 
tional Assn. of Lugubrious Engi- 
neers—for AA's editor, declaring 
him a v.p., “having qualified in 
the department of caprice, quirks, 
quips, fellowship, friendly, turpi- 
tude, quiddity.” 

o 


V.P. Frames ‘Fascinating 
Collection’ of V. P. Love 
To the Editor: I'm surprised 
You could have used the news 
of one more vV.p announcement on 
Page 38 of your Dec. 31 issue 
Then the page would have been 


think | 


never 
| 
} 


loaded with v.p.s 
Just one angle to add to your 


fascinating collection of v.p. ero- 
tica 
Vice-presidents all get com- 


pared to Barkley by their friends 
Stimulates the ego, you know 
Other that, what more 
could you say” 
The piece goes up in the office— 
framed 


than 


Hat Davis, 
Vice-President, Kenyon & Eck- 
hardt, New York 
” 
Calls It Poor Taste 
To the Editor: V.P.s—a rib, sure 
Sut, as with the fellow who uses 
four letter words in his stories, 
it seems in poor taste 
R. J, ALLENBY, 
Highland Park, Ill 
e * e 


Dealer Plays Anagram 
with Esso Streamer 

To the Editor:: Sometimes— 
though we imagine not often—the 


|dealer goes the manufacturer-ad- 


vertiser one better on dealer helps 

Standard Oil Co. has been pro- 
viding its gas station dealers cut- 
out-lettering streamers for outdoor 
hanging in front of their establish- 
reading: “Stop Stalling— 
Use New Esso” or words to that 
effect 

It has remained for 
Benedict, Esso dealer in East 
Orange, N. J., to sense the fact 
that there is a second type of 
“stalling” to be stopped in the 
world today: “STALIN” which 
can be spelled out with the same 
letters. Hence his simple sign: 


ments 


Alexander 
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“STOP STALIN,” which harks 
back to the gasoline but also links 
up with a far more important 
angle. Now he’s wondering wheth- 
er the company wil] object to his 
changed use for the dealer-help 
it has given him. 

Personally, I think he’s a lot 
more clever than the company’s 
advertising manager. 

A. ROWDEN KING, 

Rea! Estate Selling Aids, East 

Orange, N. J. 


Stresses ‘Average’ People's 
Opinion of Advertising 

To the Editor: It is rarely in- 
deed I write to the author of an 
article in a trade paper. However, 
after having read your splendid 
article, “Do Admen Believe in Ad- 
vertising?” I felt that I should tell 
you how much I enjoyed and prof- 
ited from reading this very in- 
teresting comment. 

I must confess that at times I 
have been guilty of the feeling 
that the selling and advertising 
profession is not one to be particu- 
larly proud of, May I presume, 
however, to suggest that although 
you have mentioned in a rather 
casual manner the feature which 
I think makes advertising people 
question the standing of their pro- 
fession, I do not feel that you have 
stressed it nearly as strongly as it 
should be. 

You say that “advertising must 
be improved for two reasons. First, 
because competition requires it 
and secondly because it is getting 
tougher and tougher to raise the 
standard of living.” Frankly, I feel 


The Conrier-Zonrnal 


* = Mes = = 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


364,123 DANY * 


293,426 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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and I believe this is true of many 
other advertising people, that the 
principal reason why advertising 
must be improved is because so 
much of it now insults the intelli- 
gence of the majority of readers or 
listeners. I am sure that this is not 
confined to the upper class of the 
population. In my own contacts, 
which are primarily with average 
people, it has been my experience 
that by far the majority of those 
average people resent and have 
absolutely no confidence in con- 
siderable of the advertising which 
comes to their attention. 

As I said above, I know you 
touched on that feature but for 
some reason, and I am sure it is 
not because you do not realize it, 
you have not emphasized it as 1 
think it should be 

In any event, I am sure you 
have started a movement which 
I hope will make all of us consid- 
erably more proud of the advertis- 
ing and selling profession 

JOHN FEINSTEIN, 

Advertising and Sales Man- 

ager, Schutter Candy Divi- 

siorl, Universal Match Corp., 

St. Louis. 


* 7 = 
Appalled by Upper Crust's 


Lack of Appreciation 
To the Editor: Congratulations 


on your fine article in the Dec. | 


24 issue of ADVERTISING AGE. This is 
a subject on which my sentiments 
are practically identical to yours— 
and it is appalling to me how many 
people in high places with sup- 
posedly fine educational and cul- 
tural backgrounds so little ap- 
preciate the terrific force of the 
works of our profession, as prac- 
tically a keystone element in our 
free dynamic society. 

May I have your permission to 
either make or obtain reprints of 
this article for use within the com- 
pany? 

J. P. OvELL, 

Manager, Ken-L-Products Ad- 

vertising, The Quaker Oats 

Co., Chicago. 


Advertising Calls for 
Dignity. Agency Man Says 

To the Editor: Masterfully 
thought out and put is your article 

part of your Toronto and Minne- 
apolis speech in Dec. 24 AA. 

I might say this: To my mind 
one of the greatest needs of ad- 
vertising is to realize that it is as 
serious a business as any other. 
It is about time to consider itself 
grown-up and as the Bible has it, 
“When I became a man I put away 
childish things.” 

There is a dignity, I think, com- 
patible with brightness and whim- 
sical humor in advertising. But as 
it is now, it is a rare copywriter 
and copy chief, for that matter, 
who properly dignifies his role. 

HERBERT STALKER, 

Herbert Stalker, Advertising, 

Flint, Mich. 


Cody. Too, Marches On 

To the Editor: I thought it would 
never happen. I just couldn't be- 
lieve my eyes when I opened the 
book section of the Chicago Sun- 
day Tribune and saw the long 
familiar ad of the Sherwin Cody 
Course in English but WITHOUT 


THAT BLACKBEARDED VISAGE 


peering out with its compelling, 
penetrating glance. 

I have never been a student of 
Mr. Cody. (Perhaps it is apparent 
I should.) Nevertheless, his face 
was so familiar that I always 
found myself mumbling a cordial 
“hello” whenever he greeted me 
from the pages of a newspaper 
or magazine. Now, there’s a new 
face, graybearded, somewhat Sha- 
vian in fact. Underneath appears 
the same name, Sherwin Cody. I 
looked again carefully and sure 
enough, the features had not 
changed so much after all. 


Advertising has lost a traditional 
landmark. For how long the old 
portrait of Sherwin Cody appeared, 
I don't know, but my memories 
go back at least 30 years. I had 
come to think of the traditional 
Cody portrait as indestructible—a 
veritable Gibraltar. Here was 
something that defied the pound- 
ing surf of time, and like the prin- 
ciples of syntax, with which it is 
identified, would remain constant 
But now it is gone to join the 
Pear’s soap infant, Sunny Jim, the 
chubby Hires boy, the original 
Dutch Lead Boy, the early versions 
of Phoebe Snow and countless 
others. However, I'm glad that I 
can still say, “Hello, Mr. Cody.” 

J. Wuite, 
Chicago 


Seeks Early American Scenes 

To the Editor: As a reader and 
subscriber of ADVERTISING AGE, I 
write you with the hope ‘that your 
readers and advertisers will help 
me 

As a collector of reproductions 
of Currier and Ives, Audubon, and 
other early American scenes, I al- 
ways spend New Year's Day writ- 
ing what sources of supply that I 
have for copies of their new cal- 
endars, advertising copy, etc., 
which might have such scenes 

Inasmuch as I cannot reach all, 
I would like to hear from your 
readers who have a similar hobby 
or who have issued such scenes in 
their advertising or on calendars. 

Sruart Ke.ty, 
Bluefield, W. Va 
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LOREN THOMAS, Owner of 
BIG T SUPER MARKET 


Northeast lowa's Largest Volume 

Food Outlet says: 

“ADDED FOOD SALES IN MY STORE ARE A DIRECT 
RESULT OF NATIONAL ADVERTISING PLACED IN THE 
COURIER. MY LOCAL COPY FEATURES ITEMS WHICH 
ARE BEING EMPHASIZED IN OUR HOME TOWN PAPER.” 
Waterloo and the adjacent big, rich 16-county trade 
area are easy te reach, easy te sell—when yeu plece 
your advertising in THE COURIER. Contact us today. 


Bases 


LOREN THOMAS 


Waterloo Dailn Courier 


t werees0e ‘owe 
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To sell 


Cigarettes 
to inland 
Californians 


(AND WESTERN NEVADANS) 


> 


“ a . ° . ‘ : 
: a : ; : 
on the Beeline 


Cigarettes or.catsup, the way to sell in inland California and western 
Nevada is. . . on the BEELINE! It’s the five-station radio combina- 


tion that gives you 


THE MOST LISTENERS More than any competitive combination of 
of local stations .. . more than the 2 leading San -Francisco stations 
and the 3 leading Los Angeles stations combined. 


LOWEST COST PER THOUSAND More audience plus favorable 
Beeline combination rates naturally means lowest cost per thousand 
(BMB and Standard Rate & Data) 


Ask Raymer for the full story on this 3-billion-dollar market—inland 


listeners. 


California and western Nevada. 


McClatchy Broadcasting Company 


Sacramento, California 


KFBK 
Secramento (ABC) 
50,000 wotts 1530 kc 


Reno (NBC) 


630 ke 


5,000 watts, dey; |,000 wotts, night 


KERN 
Bakersfield (CBS) 
1,000 watts 1410 ke 


Paul H. Raymer, National Representative 
Affiliated with Inland California’s 3 Leading Papers 
THE SACRAMENTO BEE @ THE MODESTO BEE @ THE FRESNO BEE 


KWG 
Stockton (ABC) 
250 watts 1230 kc 


bee 


BMB State Area Report) 


KMJ 


Fresno (NBC) ins 
5.000 watts 580 kc 


\ A million people listen to the Beeline every day 
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Auto-Lite Boosts 
Export Budget 10° 


Totene, Jan. &—A 10% hike ov 
er 1951 in its international adver- 
tising budget is planned by Elec- 
tric Auto-Lite ¢ 

The compar me export ad- 


vertising is handle by National 
Export Advertising Service, New 
York, plar cooperative advertis- 
ing covering 74 individual pro- 
grams in 47 market Of this total, 
71 programs will be on a di tribu- 
tor participation basis; three will 


be underwritten entirely by Auto- 


Lite 

In 1951, the company conducted 
70 programs in 45 countries (of 
which 67 were cooperative and 


three independent) 


ew S export publications on the 
Auto-Lite list are American Auto 

obile Fl Automovil Americano 
La Hacienda, A Fazenda, Ameri 
ear Automobile Buyer's Guide 
(English and Spanish), Life In 
ternational, Time (Pacific and At 
lantic), Vision and Reader's Digest 
(Latin American, South African 
Norwegian, French Intercontinen 


tal. French Belgian, French Swiss 
and German Swiss) 

Auto-Lite’s export campaign 
also use radio Station WRUL 
Bo: m, Which shortwaves it 
; to Latin America 


pro 


Flint & Walling to Sidener 
Piint & Walling Mfg. Co., Ken 
d@)ivilie, Ind., manufacturer of 


p ps and water systems, has ap- 
ted Sidener & Van Riper, Ind 
ABApo! to direct its advertising 


ingeonsumer, farm and trade pub 
lig@b tion \ campaign is to be built 
afpund the letters F and W, which 
‘a represent farm or flowing wa 


Flint & Walling 


well as 


enlief Joins Jam Handy 


esse W. Greenlief, formerly as- 
yt general iles manager of 
ngtor tand Inc.. New York, 

a later vp. of Gray Audograph | 
Cotp.. Chicago, distributor of elec- 


recording equipment, has 


he ippointed to direct sales rea 


er@ions in the Chicago office area 
of Jam Handy Det- 
roit. 


Two Agencies Affiliate 


Organization 


irschner & Co., San Francisco 
an@ Los Angeles insurance adver 
tise agency, has affiliated wit 
Parker-Allston Associates, New 


York. No change of 


is involved 


management 


— 


We Take Care of the 
worst Production 


BUGABOO 


* 

SILK SCREEN 
24-SHEET POSTERS 
P.O.P. DISPLAYS 
DECALCOMANIAS 
* 


*Finest Screen Process Printing 
Creative Art Facilities 
On-Time Delivery 
in Our Twentieth Year 


ABC Appoints John Lanigan 


Waukesha Promotes Lemmer Willard Appoints Negus 


John B. Lanigan, formerly a Waukesha Motor Co., Waukesha Howard C. Negus, former Cleve- 
pecialist in consumer advertising Wis., manufacturer of industrial land district sales man ager of Wil- 
for Tw has been appointed v.p. 4nd heavy-duty, truck-type en- Jard Storage Battery Co Cleve- 
in charge of television sales for #!n€s and power units, has-pro- jand has been named merchandis- 
American Broadcasting Co. New ™oted Harry J. Lemmer, assistant ing manager in charge of :dvertis- 
York, effective Feb. 1 advertising manager, to advertis- ing ‘sales promotion and sales 


Agency Adds Account 
Paul]-Taylor-Phelan 


nas been 


gineering 


manufac 
Gar Wood Tempered Aire automat- 


ster 


ippointed agency for En- 


Ir 


ure! 


‘ 


trie 
and 


ing manager. He 
C. Ritchie 


« bs nd > - ] 
ucceeds Prescott planning 


Adolison Adds Duties 


Toronto, 


Y KOB Appoints Meyerson Stephanie Adolfson has been ap- 

Co., Toronto, J. 1. Meyerson, formerly mana- pointed assistant art director of 
distributor of ger of KLZ, Denver, has been ap- Olian Advertising Chicago. This 
pointed manager of KOB, Albu- appointment is in addition to her 


juerque futies as production manager. 
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Appoints Griswold-Eshleman 

Griswold-Eshleman, Cleveland 
and Louisville, Ky., has been ap- 
pointed to direct advertising for 
Farm and Ranch Publishing Co., 
Nashville, Tenn. publisher of 
Farm and Ranch-Southern Agri- 
culturist 


Newspaper Ad Linage Up 

Newspaper advertising linage 
gained 1.9% in 52 cities in the first 
11 months of 1951 over the corre- 
sponding period in 1950, according 
to Media Records 


ems 


nowy 


Fer complete information, coll or write teday 


SNIDERS’ 


2634 $). Lows Street Mew Ortoans 19, Lewtsiane 
Representatives in many large cities 


SEVERAL CHOICE TERRITORIES OPEN 
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Lovick Adds Glory Shirt 

James Lovick & Co., Montreal, 
has been appointed to direct ad- 
vertising for Glory Shirt Mfg. Co., 
Montreal. Plans for next year call 
for full-page color ads in national 
magazines, newspaper inserts and 
point of salé material 


To Benson & Hedges 

John E. Cookman, v.p. of the 
New York Trust Co., has joined 
Benson & Hedges, New York, as 
assistant to Joseph F. Cullman Jr., 
president of the company 


Ruspan ‘52 Schedule Set 


The 1952 schedule for Ruspan 
contemporary furniture has been 
prepared by F. H. Hayhurst Co., 
Toronto, for Spanner Products 
Ltd. A list of women's magazines 
will carry copy to acquaint the 
consumer with both the furniture 
and the brand name 


Gebhardt Joins Liggett 

Carr Liggett Advertising, Cleve- 
land, has appointed William Geb- 
hardt supervisor of radio and tele- 
vision production. 


Salada Continuing 
in Newspapers Only; 
to Use Larger Ads 


Boston, Jan. 8—Small space 
newspaper advertising was cited 
as a major factor in the success 
of Salada Tea Co. by John W. Col- 
pitts, advertising manager, in a 
talk at the company’s annual sales 
meeting last week. 

“Numerous tests have been con- 


ducted through the years in other 
advertising media, but they have 
indicated repeatedly that news- 
papers seem to work best for us,” 
Mr. Colpitts said. 

Celebrating its 60th anniversary 
this year, Salada is expanding its 
ad budget and using larger space 
in its "52 campaign, according to 
Mr. Colpitts, who told AA that 
“according to plan” no other me- 
dium is being used. The new 
theme for 1952, he disclosed, is 
“Tea Belongs at Dinner,” encour- 


Women sit up and take 


a basic principle of successful selling, the Herald- 


American has created Service features to match 


notice when Kay Canfield, the 
Herald-American’s Beauty 
Editor, reports a flattering new 
hair style. In fact, nothing so 


goes to a woman’s head as news 


of fashion and beauty... and no newspaper is 


more alert to the importance of such service to 


women than the Herald-American. The new 


Poodle Cut, pictured in the Herald-American 


and described by Kay Canfield, has been respon- 


sible for more hair styling and millinery business 


in Chicago than you can shake a stick at. 


Recognizing that Service to the Customer is 


NATIONALLY 


REPRESENTED BY HEARST 


the interests of your customers and thereby to 
stimulate greater buying. Covering Food, Home 
Furnishings and Appliances, Fashion, Beauty’, 
Travel and Transportation, these Service Features 
tell Herald-American readers, ‘What's Good”’, 
“Where to Get It” and “How Much It Costs’’. 

As a result, the Herald-American is recog- 
nized as ‘‘Chicago’s Service Newspaper” and a 
reliable guide to better buying. The Herald- 
American gives the Service —-YOU make the 
sales! For greater sales and profit, place your 


advertising in the 


ADVERTISING SERVICE 


aging families to serve tea at 
meals 

With distribution over one-quar- 
ter of the U.S., Salada’s policy has 
been to substitute frequency for 
size in buying space. Hermon W 
Stevens Agency, Boston, handles 


the account 


Cherry-Burrell Sales Up 

Cherry-Burrell Corp., Chicago, 
reports a net income for the fis- 
cal year ended Oct. 31, 1951, of 
$1,216,622, which compares with 
a net of $963,315 in the previous 
year. Sales of $34,602,640 for 1951, 
the highest in the company’s his- 
tory, compare with $29,652,052 in 
, 1950 


Guy Fry Forms Own Agency 
Guy Fry, formerly a partner and 
fart director of Gray & Rogers, 
| Philadelphia, has established his 
lown advertising and commercial 
| art consulting agency at 1810 Rit- 
tenhouse Sq., Philadelphia. Mz 
Fry joined Gray & Rogers in 1937 
and became a partner in 1945 


in 
baton 
rouge 
it’s 

a. 


| “Something Extra” 


You get for 
your money! 


in its colortul French Cejun beck- 
ground, this rich, industrial Lou- 
isiene market opens up 

soles through the STATE TIMES- 
MORNING ADVOCATE news- 


popers; the one proven medium 
for results! 


RETAIL SALES 
statigutttan taten Rouge 
$154,813,000 


with @ populetion of 


125,629 


Eleven huge, nationally importent 
industrial plonts, PLUS thousends 
of other new enterprises, in this 


surging progressive Baton Rouge 
erec, open up o fabulous market 
for oll conceivable products! 


STATES TIMES 
MORNING ADVOCATE 
Aiitinted, with WY 180 


Represented by The 
JOHN BUDD CO. 
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is top man in the colony... 


Is it any wonder advertisers 
and agencies sometimes 

get bewitched, 

* bebothered and bewildered? 
With all our fine 
contemporaries so fond 

of first place in 

the executive market, 
Nation's Business 

wishes to say just this... 
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mass coverage of business management 


The magazine you prefer to all others is, for you, the top magazine in the busi- 
ness executive market. It represents your one best choice. 


So, okay. But sooner or later, you're going to get around to Nation’s Business 
... because business is the richest mass market in the world—$500 billion big— 
and Nation’s Business is its mass coverage medium, bought and paid for by more 
businessmen than any other business or news magazine. 


When you take Nation's Business with its three-quarters of a million net paid 
and add it to whatever you may be using now to reach and sell businessmen, the 
wonders it can work are truly remarkable. 

What you really are buying in any book are pages of advertising in- front of 
people—advertising impressions—the simple multiple of worthwhile circula- 
tion times the number of insertions on your schedule. Out of NB’s total paid 
circulation, for instance, there are 735,680 administrative and operating officials 
who qualify as executives. One black and white page for twelve months circu- 
lated to that selective audience totals 8,828,160 advertising impressions in the 
business market. 

Every time you buy this bread and butter schedule in Nation’s Business, you 
are adding on 8,828,160 advertising impressions to the job you already are 
doing. This may be six million more impressions than any single business or 
news magazine you may now be using... 


Jor yoursthf, SOMN | 


... and you can buy them at the rate of 4/10th of a penny per impression, /alf of 
what you can buy them for anywhere else. 


Measure your business executive media by the same time-toughened standards you 
have used so successfully to buy mass coverage in the consumer market, and you 
simply can’t ignore this powerhouse we call Nation’s Business. You'll find the 
realistic dollars-and-coverage facts in our booklet, “How to Sell More Executives 
for Less Money”. Write Nation's Business, Washington 6, D. C. 


BLO aya 


Nation’s Business 


A GENERAL MAGAZINE FOR BUSINESSMEN 
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PHOTOGRAPHIC 
REVIEW 


CHICAGO TRIBUNE ALUMNI REUNION 


une admen who gathered for their annual reunion luncheon in F 
left to right 


Chicago as 1951 expired included 
ly 
ing manager 


office manager, Anderson Hickey 


Parker Pen Co 


HORN OF PLENTY—This desk display, 

created by Plasto Mfg. Co., Chicago, was 
‘ presented to Standard Oil executives af 
a recent planning conference, the theme 
of which was, “Red Crown is your horn 
plenty 


\ 


BILE DISPLAY Solving the problem of limited display oreas, Da-Lite Screen 
Chicago manutacturer of projection screens and accessories, is offering this 
: mobile display to dealers. Gourfain-Cobb, Chicogo, is the Da-Lite agency 


of 


‘ 


SUPER CHIEF ON DISPLAY Located at Sunset 
Hollywood i thw new Santa Fe 2050 bulletin 


and Vine in the Super Chief. With radio and TV studios in the vicinity, the 


which features bulletin gets added viewers 


$1.000.000 HOUSEWARMING The Seven Up Co's open 
house in celebration of the completion of its new $1,000,000 
office building in downtown St eccasion 
as is evidenced by the group above to right ore 

Don R. Ringsred, Alexander Film Co. Colorado Springs 


C. Grigg. president of Seven-Up; Edward Berg, Seven-Up assist 
Ben Wells, v.p. and sales manager; J. M. 
Harry T. Mitchell, vp. J. Walter 
Sr.. Alexander Film Co., St. 


ant od manager 
Thul, advertising manager 
Thompson Co., and Art Baebler 
4 Lovis. 


Lovis wos ao happy 


From left 


David Watrous, 
Janesville, Wis; Richard Hudson 


4 
4 > 


Former Chicago Trib solesmon, Bird & Son; Charles M. Hildner, district manager, 
W. Dodge Reports; Horry 8B. Simmons, manager of the De- 
troit office of John Blair & Co., radio representative; Thomas 
salesman, Good Housekeeping: and Albert Scherb, 


salesman for Quick 


John T. Snive 


advertis Fortune 


HISTORIC CASE—This quartet of executives of Theo. Hamm Brewing Co. got to- 

gether to pack the 10,000,000th case of beer sold in 1951. Executives credit sales 

success of the past year in part to company’s advertising slogan, “Land of sky blue 

waters,” which was introduced in 1951. Left to right are William Hamm Jr., presi- 

dent; William C. Figge, v.p. in charge of production; Clyde Rapp, advertising di 
rector, and Odd E Moe, sales manoger 


COFFEE TIME—Mary Margoret McBride, star of her own radio show, ond James G 
Bennett, director of marketing for Eppens, Smith Co., producer of Holland House 
coffee, a new sponsor, toost the New Year with o cup of coffee 


DITTO—Judson C. Burns Co., Philadelphia regional Crosley distributing agency, is 

experimenting with this large outdoor sign at 15th and Market Sts. in Philadelphia 

which features some copy ond layout as its newspaper ads. Posters are to be 
changed once or twice a month. J. M. Korn is the agency. 
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Advertising Age, January 14, 1952 


25% Who Have Taken 
4 A’s Examinations 
Have Become Admen 


New York, Jan. 10—At least 
25% of those who have taken the 
Four A’s exams for advertising 
have found jobs in the field within 
two vears, according to Sydney H. 
Giellerup, of Marschalk & Pratt, 
chairman of the American Assn. 
of Advertising Agencies examina- 
tions committee 

He said replies from 403 of the 
1,002 persons who took the 1949 
exams showed that 351 of these 
were not in advertising at the tire 
they took the tests—but 88 entered 
advertising within two years 

Mr. Giellerup added that 42% | 
of those surveyed who have not 
yet found advertising jobs have 
entered allied fields like sales, 
business writing and public rela- 
tions | 
He announced that the 1952 ex- 
aminations will be held on Feb. 16 
and 23 in Baltimore, Boston, New 
York and Philadelphia; Atlanta, 
Birmingham, Gainesville, Ga., Tal- 
lahassee and Tampa Chicago, 
Cleveland, Dayton, Detroit, Minne- 
apolis and Pittsburgh; and Los An- 
geles, Portland, San Francisco and 
Spokane 


Ads Feature Gold Medal 

Avon Sole Co., Avon, Mass., 
manufacturer of women’s shoes, 
which recently has been awarded | 
a Fashion Academy gold medal, | 
will feature that citation in its 
advertising this year. An ex- 
panded schedule in consumer and | 
trade publications is being placed} 
through R. D. Northrop Co., Bos-| 
ton 


‘Copy Cues’ Making Bow 

Fashion Review Service, New 
York, advertising mat service, will 
carry a monthly supplement called 
“Copy Cues” beginning in Febru- 
ary. “Copy Cues” will feature a 
roundup of retail copy hunches 
selected from advertising appear- 
ing in U. S. newspapers. Metro 
Associated Services, New York, is 
the publisher 


Collet & Co. Names Lovick 


The Montreal office of James 
Lovick & Co. has been appointed | 
to direct advertising for Paul Col-| 
let & Co., Montreal, manufacturer 
of Kalistron and Flexwood wall | 
coverings. Half-page and full-page 
copy will appear during 1952 in 
newspapers and magazines. 


Westclox Boosts Mee to A. M.' 
Ray Mee, assistant advertising | 
manager, has been promoted to| 
advertising manager of Westclox 
division of General Time Corp., 
La Salle, Ill. He succeeds L ! 
Richards, who has retired. 


PRINT IT 


(ieee 1IN- 


Neuscolst 


ALL IN ONE PLANT 


Rural Net Names deNeut 


Donald K. deNeuf, assistant 
general manager in charge of en- 
gineering and station relations, has 
been promoted to general manager 
of Rural Radio Network, Ithaca, 
N. Y., a 13-station string of farm- 
oriented outlets. He succeeds Mich- 
ael R. Hanna, who has resigned to 
devote full time to his job as gen- 
eral manager of Cornell Univer- 
sity’s radio and television inter- 


| ests. 


Davis Joins Ross Roy Inc. 
Clark W. Davis, formerly an 
account executive with Sherwin 
Robert Rodgers & Associates, Chi- 
cago, has been appointed television 
director of Ross Roy Inc., Chicago. 


Agency Opens S. F. Office 


Harrington, Righter & Parsons 
has opened a San Francisco office 
at 235 Montgomery St. Frank 
Dougherty is in charge 


Specialists in SILK SCREEN PRINTING 


INCORPORATED 


BOX 2017 TULSA, OKLAHOMA 


"Ha! so they think they've got problems!" 


“Ht all depends on where you sit,” philosophized 
somebody once. Some rather tough problems 
nowadays, though, seem to be altogether too 
widespread. .. . There's one that has been effec- 
tively solved, however—at least by a large num- 
ber of representative advertisers... . By specify- 
ing ‘plates by ROGERS," they've banished 
photo-engraving service worries and the uncer- 
tainties of production and reproduction. ... You 
may profit by doing the same. 


: 2 @ & AF 
Master Craftsmen of Photo-Engraving 


CHICAGO 


2001 CALUMET AVENUE 


PHOTO-ENGRAVERS ASSOCIATION 
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magazine 


_CLASS—American Style 


This is a class audience where ancestry is not 

the criterion. The people who make up the class 

audience of “U.S. News & World Report” are 

marked by their business attributes and career 
accomplishments today. They are brought 

together in a single audience by a common denominator— 
their interest in the news that affects their 

business and individual welfare. 


Cus Magazin 


Never before has the essential news of 

national and international affairs had a more 

direct bearing on every phase of business. 

“U.S. News & World Report” is read by men in the key 
positions of every kind of business: treasurers 

and plant managers, presidents and purchasing agents, 
office managers and engineers, sales managers and 
production chiefs. They read “U.S. News & World Report” 
because its analysis of important news is 

of immediate and practical help in their jobs. 

Your advertising benefits by being 


next to useful news. 


SCE AY Al ATC 


FIRST IN ADVERTISING GROWTH 
e e CWS 1951 Revenue Gain 53% Over 1950; Greatest in Its Field 


Greatest in Its Field 


FIRST IN CIRCULATION GROWTH 
& Wo rld Re port 1951 First 6 months ABC Gain 23% Over 1950; 
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Advertising Age, January 14, 1952 


@ The Nationa! Production Au- and St. Paul signed their names to Rug Guild Names Agency 
thority has granted authorization the greeting, which was designed The Priscilla Turner Rug Guild 


. 
Alo the Media Path to the Herald, New Britain, Conn., to create better international un- of Turner. Me. and New York 
ng for the construction of a new derstanding following the 10th an- has appointed Badger and Brown- 


newspaper plant in downtown Niversary of Pearl Harbor ing & Parcher, Boston, and Badger 
New Britain at an estimated cost ~~. oe & Hersey, — 
7 York, to handle its advertising an 
@On De 30, the 67-year-old has issued a series of direct mail of $675,000 New Peanut Butter Bows merchandising 
Standard-T es, San Angelo, Tex., pieces. To be mailed during Janu- A campaign to introduce a new 
held open house in celebration of ary to time buyers throughout the e Recent promotion of WTCN and homogenized peanut butter pro- 
; duced by McLarens Ltd, Hamil- Lewis & Gilman Boosts Two r 


the completio f its new build- country, they carry the tag lines, WTCN-TV, Minneapolis, was a > 
, sig ‘ . : ton, is being conducted by the Tor- Lewis & Gilman, Philadelphia 


g. the front of which is con- “When you tune in radio, you mammoth “Merry Christmas” onto office of Stevenson & Scott. | agency, has promoted Thomas R 
tructed of aluminum panels with| tune in sales,” and “When you get scroll greeting sent to the children The initial marketing on a regional Irons and Howard G McCall. 
1 30° plate glass entrance, the only| her ear, you get on her shopping of Japan. Youngsters from 134 basis is supported by newspaper, both members of the art depart- 
emblance of a window in the en- | list.” elementary schools of Minneapolis radio and point of sale promotion.|ment, to associate art directors 
tire 100°*«200 tructure. All me- elites deat etinaDatiiasittaiccint neta inning 
chanical equipment, including a 


64-page Universal Goss press, is 
located in the basement, elimin- 
wting the need for a doubly rein- 


forced tructure 


voces! VIore women 20 out and 


ing tart their 75th consecutive 


eat of publication 


e@ KSFO and KPIX, San Francisco 


will move into new headquarter 
Jan 21. The new studios and busi 
ne offices at Van Ne Ave. and 
Greenwich St be officially 
opened early iary 


@ Editor and iblisher of the Chi 
cago Tribune, Col. Robert R. Me 
# Cormick, received a bronze plaque 
on Dec 22 from the Disabled 
American Veterans for “his out 
Mtanding interest in disabled vet 
ferans’ problems.” The presenta 
tion was aired over WGN and 
WGNB, Chicago, and the Mutual 
Broadcasting System 


fe The Midnight Sun Broadcast 
ing Co. operator of KFAR, Fair 
bank ind KENI Anchorage, 
NE ka, reports both national spot 
Bid network accounts to be at the 
sighest level in the history of the 
4 npauny. Factors surrounding the 
Barge national gains, the station 
Beports, are huge government de- 
Bense expenditures now being al- 

ated in the Fairbanks and An- 

horage area ind a resultant 
sete increase in both population 
Gnd general business activity in 


Both markets 


® KOMO, Seattle, western Wash- 

figton affiliate for NBC, celebrated 

; 25th anniversary Monday, Dec 
l 


@ The Radio Broadcast Manage- 
ment Council of Rochester, N. Y., 


pm. 


o 
¥' 
“5 rug 008” 


14th in Effective 


Buying Income per Capita 


among Soles Managements 


162 Metropolitan County Areas 
. 


if your TV schedule covers the 
fiest 100 markets according to 
Effective Buying Income per 
Capita then the Quad Cites 
market is among the leaders on 
your list, Over 234.000 Quad 
Citians have the income to sat 


ify thei tastes to ao luaurious 
deqree And WHBF TV s the 


only TV station in tiimon ovt 


de of Chicago 


les Johnson, VP. and Mancgert 


TELCO AUMLDING. ROCK ISLAND. NLINGIS- 


Represented dy Avery Kaede! loc 
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Advertising Age, January 14, 1952 


WBZ Ofters 15-Word Break 

WBZ, Boston, has discarded its 
policy of 10-word station breaks 
and is now offering time for 15- 
word or 10-second breaks on 
a minimum schedule of 10 an- 
nouncements per week. The rate 
for the announcements is half the 
earned break rate (e. g. $37.50 for 
one Class A spot) 


WINS Promotes Winters 

Dick Winters, publicity mana- 
ger of WINS, New York, has been 
named director of promotion and 
publicity for the radio station 


Lin Bowman to Don Dawson’ Mars Expands Radio, 
Lin Bowman Co., Portland, Ore., 
manufacturer of home heating Cuicaco, Jan. 9—Mars Inc. has 
equipment, has appointed Don expanded its TV, radio and maga- 
Dawson. Co., Portland, to direct zine budget to promote candy bars 
its advertising for 1952. At the in 1952. ABC, CBS and NBC will 
same time, the Dawson agency has chare in Mars’ radio-TV business 
announced that it will move to Vict H. Giles. v.05 ea 3 
the eighth floor of the Lewis cvor eae, ¥-D. i CoBrge 
sales and advertising, an- 
nounced that, beginning Feb. 3, 


Bldg. about Jan. 15. of 

H. J. Heinz Names Crim Mars will sponsor “Super Cir- 
a > Cries hes bets os P Inted cus,” the ABC-TV program. Mil- 

general solen’ eaamaane an 2 di- ky Way bars will be advertised on 

rector of H. J. Heinz Co. of Cana- the 52-station, half-hour show 

da, Toronto 4:30 to 5 p.m., CST, Sundays 


a 


TV, Magazine Drive wrappers are to be submitted with 
each entry and there will be week- 
Mr. Gies said the “People Are ly awards of $1,000 for the best 
Funny” Tuesday night program on entry and $100 each for the next 
181 CBS stations will now be spon- ten 
sored every week by Mars, in- 
stead of on alternate weeks 
In addition, Art Linkletter will 
conduct a contest which will bene- 
fit the two bars advertised on 
“People Are Funny”—Milky Way 
and Forever Yours. Listeners will 
be asked to tell in 100 words or 
less “the funniest thing that ever 
happened to me.”” Two candy bar 


®@ On NBC-TV, Mars will offer a 
premium on the two days, Mon- 
days and Wednesdays, that it spon- 
sors “Howdy Doody.” The 46-sta- 
tion program advertises two other: 
Mars bars—3 Musketeers and 
Snickers—and viewers will be giv- 
en a choice of two puppets, “How- 
dy Doody” or “Princess Summer- 
Fall-Winter-Spring.” in exchange 


than 


y Woman's Day 


any other 
magazine 
in the world* 


...the world’s largest single-copy circulation...on sale at all A&P stores 


*3,805,000 average single-copy sales per issue 


for one wrapper and 10¢ 

Other plans announced by Mars 
include full-color, half-page ads 
every other week in Collier's and 
Look (continuing the Mars theme 
“Like a Chocolate Nut Sundae’), 
and continuation of the company’s 
77-city spot radio campaign in sup- 
port of Family Choice packages 

Leo Burnett Co., Chicago, is the 
agency 


Meblin Joins KGO-TV Sales 

Dave Meblin, formerly with the 
sales staff of KSFO, San Francisco, 
has joined the sales staff of KGO- 
TV, San Francisco. He is suc- 
ceeded at KSFO by Tom Boise, 
formerly with KSL and KSL-TV, 
Salt Lake City 


Mel Smith to Erwin. Wasey 

Me! Smith, who has been owner 
of Robert Smith Advertising, Los 
Angeles, has joined the Los Angel- 
es office of Erwin, Wasey & Colts 
will hold an executive position gnd 
will be a member of the plans 
board 


Fairchilds Joins Cal-Lear 
Don R. Fairchilds, formerly an 
account executive of Bayless-Kerr, 


Cleveland agency, has been &@p- 
pointed advertising director — of 
|Cal-Lear, division of Lear I[fc., 


Santa Monica, Cal., manufacturer 
of aircraft flight instruments 


North-Rite Names Spitzer 

The Montreal office of Spitger 
& Mills has been appointed to @i- 
rect advertising of ag frp 
for Northern Products Ltd, e 
Le Moyne, Que. Starting in eaPly 
January, national advertising will 
appear in rotogravure sections. 


Elmer Ayer Adds Account 

Pacific Universal Produgts 
Corp., Pasadena, Cal., manufact®r- 
er of high-vacuum opthalmi d 
optical lens coating, has ppouted 
Elmer W. Aver Advertising, Hollv- 
wood. Trade publications and di- 
rect mail will be used. 


Can 
You e 


Visualize 


OVER 250,000 
DEMONSTRATIONS 


Think what it would mean, perhaps 
to your business, if you had over 
250,000 experienced merchandise 
movers demonstrating the benefits 
of your product or service to every 
prospect you have; in all the 48 
States 


Yes, ogpin and again, all day long 
these sales experts push your line 
often at their own expense; operat- 
ing solely on the margin of profit 
you allow. They ring doorbells, 
nock on doors, make phone calls 
send wires, write letters, offer pre- 
miums anything to sell your 
wares Nobody is missed. they know 
your prospects—for they live right 
there 


Ev home, hotel, factory. store, 
institution, every place of business 
is fair game for these volume build- 
ers. So if your line can sell better 
by a personal demonstration you 
owe it to your good judgment to in- 
vestigate this vast $7 billion direct 
selling field served by the leading 
publication in the field for 29 years 
Get everything without obligation 
by writing Barney Kingston, Mer- 
chandising Director, Dept. 666. Op- 


ober 4 Magazine. 28 t Jackson 
lvd., lcago 4, Tilinoils. 
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59.7°. of Families in | 
Southern California 
Counties Have 


Laws ANGE Ju Teley 
ots ‘ ‘ ‘ of i 
far ‘ i e eght Sout! 
ern ¢ La 4 
mele Cor we =) Bernard ; 
Hive e, Ke tura, Santa 
ha ut in Deg ce 

in CANADA 

39% of the 


English-speaking Families 


read 
The STAR WEEKLY 
Ask for Informatien 


WARD-GRIFFITH CO. 
The Ward Griffith Co maintains offices 


in all principal advertising conters— 
~ GET OUR CITY ZONE FOLDER — 


tt 


ee ee 


gk to a report from the research 
lepartment of KLAC-TV, Las 
Angeles 

The re indicates that 1,947,- 
WH) Tarnisie ive where they car 
eceive Los Angeles television sig- 

i that 63.2% of these far 

' w have TV set 

The average family is larger and 
r i highe me than the aver- 
ize) =6onon-T\ family Television 
home iverage 3.25 people per 
fury with an average yearly in- 
come of $5,335, as compared to 


246 people per family and $4,687 
per year for the average non-TV 
family, the report state 


Comstock & Co. Promotes Two 


Comstock & Co, juffalo, has 
promoted T. Sloane Palmer, media | 
iid research director, to director 
of marketing, a newly created post 


Donald K. Beyer 


iver, to media 


and 


Space 


director 


Northwest Surveys Moves 


Northwest 


Seattle, ha 


Ave 


Certified Surveys 
moved to 905 Western 


| Chemical 


Poor Appoints Rundquist 

Poor & Co. Chicago, has ap- 
pointed W. A. Rundquist, of Min- 
neapolis lirector of advertising 
and public relations. Mr. Rund- 
quist also is sales promotion man- 
iger for Pioneer Engineering 
Works, Minneapolis, a subsidiary 
of Poor & Co 


} 


’ 
at 


Belknap Joins Burton 

tichard H,. Belknap, formerly 
with Lamb & Keen, Philadelphia, 
has joined Burton, Parsons & Co., 
Washington manufacturer of ethi- 
pharmaceuticals, as sales and 
advertising manager 


Cal 


Two Appointed by Gardner 


Gardner Advertising Co., New 


| York, has appointed Tycho R. Weil 


New York art director and Dwight 
F. Wear account manager for the 
Merrimac division of Monsanto 
Co 


Gilbert Fuller Named V.P. 


Gilbert H. Fuller has been 
elected v.p. of Lawrence H. Selz 
Organization, Chicago public re- 


lations counsel 


PHO-TAK DISPLAY —This 

window display which introduces Pho 

Tak Corp.'s new Foldex “20° comera ond 

flash kit wos produced by Marvin Gor 
don & Associates, Chicago. 


counter and 


Mullen-Nicolin, Minneapolis, has 


been appointed to handle adver- 
tising and publicity for Hope 
Chest Co., Minneapolis, merchan- 


diser of linens and domestic items 
as « basic hope chest for prospec- 


tive brides. 


ind gets a recetpt apon delivery. 


IT’S PROFITABLE — Air Express service 


: 
: 
? 
Lbur the . Wal a wmutacturer Ca 
at happened «=. 
He can ship his parts and products via 
7 Air Express—the service that gets top pr 
to ] e time t all commercial shipping services’ 
- 
Air Express us terse oft the loa ling plac- 
i tort tirst on che planes... first to arrive 
stim is any where in the 48 states! 
Whatever your business, you can prone 
trom exgular t of Air Express 
A lot t ‘ “ thes 
H sw 
Soonst , sa ; : 
, = Ma ‘ s. Raw IDS FASTES1 Air Express gets ¢ 
So in face. te ‘ 
ate as 4 s ‘ } ‘ 4 as , 7) 1 ral shipping « 
, P 
eer - gives the fastest, most complet: 
? K 1 Am in ‘ I pick-up and delivery servic 
‘ st 4 ‘ ot all is ul cines and principal towns at 


tls DEPENDABLE 


Air 


AIP HOPES 


GETS THERE FIRST 


costs less than you think, gives you many 
profit-making opportunities 


For more facts, call Air Express Divi- 
sion of Railway Express Agency 
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Lees to Present 
Classical Music 
on 35 TV Stations 


3RIDGEPORT, Pa. Jan. 8—James 
Lees & Sons Co. has contracted for 
a series of weekly half-hour net- 
work television programs to pro- 
mote its spring and fall styles of 
Lees carpets 

The series, which will run on 
Sundays between mid-February 
and April and again from Septem- 
ber to November, will feature 
classical music presented by artists, 
many of whom will be seen on TV 
for the first time. Background his- 
tories of the artists and their fam- 
ilies will also be presented 


® The network to be used for this 
new series has not yet been se- 
lected, but a chain of 35 television 
stations from coast-to-coast will be 
Approximately 88% of the 
nation’s television homes will be 
covered by the shows 

This program will augment 
heavy color newspaper and maga- 
zine advertising for “Those heaven- 
ly carpets by Lees,” the theme 
which the company has used for 
its carpet division for many years 


used 


® To support the television pro- 
gram, Lees also will use newspaper 
space in television cities reached 
on a regular basis 

D'Arcy Advertising Agency, New 
| York, Lees’ agency, will produce 
| the show. A feature of each show 
|} will be continual performances 
| without interruption by commer- 
cials. The latter will be presented 
only at the beginning and the end 
of each show 

At this time only 10 half-hour 
shows have been scheduled for the 
coming year 


BAB Promotes Bill Smith 


William W. Smith, formerly as- 
sistant director, has been named 
acting director of the retail de- 
partment of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Assn. Mr. Smith’s promo- 
tion followed the resignation of 
Karl F. Moore, who had been de- 
| partment director since early 1951 
Mr. Moore has not yet announced 
his future plans 


| Amber Milling to Jenkins 


Amber Milling Co., division of 
the Farmers’ Union Grain Termi- 
nal Assn., St. Paul, has appointed 
Ray C. Jenkins Advertising, Minn- 
eapolis, to direct its advertising. 
The agency will supervise nation- 
jal trade promotion of the com- 
pany's Durum wheat Semolina 


Agency Names Mesher Partner 
M. M. Mesher, for 16 years with 
Evergreen Theaters Corp., first 
handling advertising and public 
relations and later as district man- 
ager, has become a partner in Al- 
|fred L. Goldblatt Advertising, 
Seattle agency. 


| Willard G. Gregory Moves 
Willard G. Gregory & Co. Los 

Angeles agency, has moved to larg- 

|er offices at 416 W. 8th St., Los 

| Angeles 14 

| Four A's Elects Agency 

| Crawford & Porter Advertising, 

Atlanta, has been elected to mem- 

bership in the American Assn. of 

Advertising Agencies 


LYNCHBURG 


|A Metropolitan Market as defined 
| by Sales Management, the City of 
| Lynchburg’s 1950 per capitu retail 
sales ($1,250) were 36% higher 
than the U.S. average. 

ONLY the NEWS-ADVANCE cov- 
ers this basic Virginia market. 
ADVERTISE IN LYWCHOURG—GET OUR MARKET FOLDER 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co maintains offices 
tn all principol advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Department Store Sales... 


Index Is 263 for Week of Dec. 29 


WasHINGTON, Jan. 8—For the 
week ended Dec. 29, the U. S. as 
a whole recorded an 11% gain in 
department store sales. over the 
corresponding week in 1950, the 
Federal Reserve Board reports, 
with the index for the week stand- 
ing at 263 

The increases for the week, how- 
ever, reflect in part the fact that 
in 1951 Christmas fell on Tues- 
day and the week therefore in- 
cluded one day of heavy pre- 


DEPARTMENT STORE 
» SALES INDEX — 


_ 


Week to Dec. 29, '51*p263 
Week to Dec. 30, '50*..237 
Week to Dec. 31, '49*..197 
Week to Jan. 1, '49*....204 
Week to Jan. 3, '48° 204 
Week to Jan. 4, °47*....188 
Preliminary 

*Not adjusted seasonally. 

Christmas shopping; in the cor- 


responding week the year before, 
Christmas fell on Monday. 

All 12 districts showed gains for 
the period. The Boston district 
was up 25%; the Atlanta area re- 
corded a 23% gain; the Richmond 
district showed a 21% increase; 
the Chicago district was up 15%, 
and the Philadelphia district reg- 
istered a 13% gain. 

Only five cities reported losses 
for the week, with Dallas down 
10°; Portland, Ore., off 7%; Ok- 
lahoma City, minus 4%; Indian- 
apolis off 3%, and Spokane down 
1% over sales for a year ago 

Leaders among the cities show- 
ing gains were Lowell-Lawrence 
(up 75%); Springfield, Mass. (up 
43%); New Haven (up 42%); 
Syracuse (also up 42°); Provi- 
dence (up 38%), and Rochester 
(up 33%). 

%~ Change from ‘0 
Week Ended 


Federal Reserve Dec. Dee. Dec. 


District and City iy 22 7 
UNITED STATES —1 2 il 
Boston District _ 5 25 
New Haven 5 —1l 42 
Boston 1 9 15 
Lowell-Lawrence 5 1 75 
Springfield 2 2 43 
Providence --4 0 38 
New York District coed “ 2 
Newark —11 1 20 
Buffalo 0 —3 19 
New York 6 0 6 
Rochester 0 4 33 
Syracuse 2 7 42 
Philadeiphia District —i2 r6 13 
Philadelphia il S&B 6 
Cleveland District —s o 9 
Akron -14 5 7 
Cincinnati 5 2 18 
Cleveland 17 —2 16 
Columbus 10 i 23 
Toledo 1 1 14 
Erie . 0 9 18 
Pittsburgh ° | 6 
Richmend District — 7 21 
Washington 6 4 21 
Baltimore —4 10 19 
Atlanta District 1 ré = r2 
Birmingham 4 3 7 
Jacksonville 5 6 " 
iami 3 r6 27 
Atlanta -—3 1 ° 
Augusta 4 13 ° 
New Orleans 6 1 22 
Nashville “ 1 10 27 
Chicage District .. -—7i -I! 15 
Chicago —9 0 27 
Indianapolis ~1 —3 -—3 
Detroit 4 4 5 
Milwaukee —7 3 20 
St. Leuis District 7 ” » 
Little Rock —1 7 10 
Louisville -2 9 19 
St. Louis Area —10 ‘9 6 
Memphis . 4 5 6 
Minneapolis District —_? ri 35 


NORTH CAROLINA 
New Bern is the buying center of 
Craven County’s— 
$39,996,000.00 

effective buying income. 
The Sun-Journal, New Bern’s only 
newspaper will cooperate in build- 
ing sales for you. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Word Griffith Co maintains offices 
in all prncpel advertising centers 
GET OuR CilY ZONE FOLDER 


2 ns 


Minneapolis 
St. Paul 


Duluth-Superior 
Kansas City District 


Denver 
Wichita 
Kansas City 
St. Joseph 
Oklahoma City 


El Paso 
Fort Worth 
Houston 
San Antonio 


San Francisee District 


Los Angeles A 
Oakland 

San Diego 
San Francisco 
Portland 

Salt Lake City 


ar 2 


Seattle 2 ) 20 
thane - 3 » FC&B Names Eliasberg 
— Jay Eliasberg, formerly direc- 
mn te available tor of media research and statis- 
r . 
Phares for this week based upon a Ucal analysis of Kenyon & Eck- 
sharply reduced sample hardt, has been appointed super- 


visor of advertising research for 


< 5 .. Lewin Promoted to V.P. Foote, Cone & Belding, New York 
6 1 23 Martin Lewin, supervisor of the M r ‘ 

—$ 'f — ® complete line of Chateaux liqueurs Jane Blair Joins ‘Charm 

3 9 13 and fruit flavored brandies, has Jane Blair, formerly with the 
2 6 11, been promoted to v.p. in charge of, reader service department of 
; = ; the manufacture and marketing of | Mademoiselle, has been appointed 
2 9 g all products sold by Clear Spring! to the advertising staff of Charm 
&S 4 Distilling Co., a division of James|to handle the “Shop Here” col-| 
: 4 10 B. Beam Distilling Co., Chicago umn 

3 2 12 | 

* 9 14 ‘U.S. News’ Retains Rates Eastman to Northwest Lines 
; 5 = U. S. News & World Report has Ford Eastman, who. has done 

rea i 4 5 announced that it contemplates no| newspaper work in Benton Har- 

1 o 6 increase in its advertising rates for| bor, Mich. and Duluth, Minn., 
7 . 1952 beyond those announced last} has joined the publicity and news 
l 6 —7 May, which became effective Jan.| bureau staff of Northwest Air- 
7 3 wé4 lines, St. Paul 


KIR's 5000 watts 
. is all you need 
"a4 Bi , for the rich, 
© CENTRALIA. - 

@ CHEHALIS 


Jo Wil Weshagzn 


PUT YOUR LINE 


ON THE ep HOOK 


A hook-shaped strip, 10 miles wide and 150 miles 
long, bordering Puget Sound, is home for 86.9% of the 
population of the entire 15-county Western Washington 
market, although only 7% of its land area. 

KJR’s efficient 5,000 watts at 950 kilocycles covers 
this tidewater market with no waste, and at low cost. 


BMB proves KJR reaches all of Western Washing- 
ton’s 15 counties, and saturates the all-important “hook” 
of Puget Sound. 


Buy KJR for efficient, low-cost, no-waste circulation! 


A MARSHALL FIELD STATION — AN ABC AFFILIATE 
REPRESENTED NATIONALLY BY AVERY-KNODEL, INC. 


concentrated Sound market. 
Our “hook” coverage 
means low-cost selling. 


51 


, Gibson Co. Changes Name 

George H. Gibson Co., New York 
agency, has changed its name to 
Bauer Advertising Inc 


PATERSON 
NEW JERSEY 
ird City in New Jersey Covered With 
THE PATERSON CALL 
}In 1950 the Paterson Call carried 
51°. MORE 


| Department Store advertising than 
jthe other Paterson paper 
REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Natunally Kepreseented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co, maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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WasHINGTON, Jan. 10-——-The Fed 
eta Trade ¢ t m th NOOK 
ied order rohibiting two gro- 
‘ riy per tive and i 
erf t g prow 
With Commissioner Lowell Ma- 
' w adi ent thee ornmis- 
ontended the payment of the 
promotional allowance violated | 
ection 2¢(¢) of the Robinson Pat- | 
near Act which prevent buyers 
representative frot receiving) 
brokerage fee | 
(order vere | ied against Car- 
‘ Fr ed Foods Ine Washing- 
ter ‘ one ind) =~Pau M 
te nd Recorg Supply Corp 
th of Chicago, in the second 
@ In issuing the first order, FTC 
told Carpel Frosted Foods that it 
ild not pa $5,000 i year to 
District Grocery Store Ine for 
sssistance in promoting the ale of 
(Carpe product it the 275 store 
operated by District nember 
rhe order also found that Carpel 
was #! the tore sdvertising 
Now arnee which were not avail 
bie m proportionately equal 


rms to four chains and 300 other 
dependents which sell Carpel 
Products in competition with Dus 
Pict store 

Commissioner Mason charged 
that FTC's ban on promotional 
Payments to the cooperative de- 
7 ‘ ‘75 neighborhood grocer 
@ the opportunity to obtain met 

mdisings a tance which en 


to compete effectively 


ind other mays ais 

thi ite 
Denouncing the brokerage sec- 
n of the act oa something 


ussed under the sponsorship of 
brokers, he insisted that “a 
sta: ite that prohibits and represses 
wh. ire otherwise legal actions 
Mmmy be valid, but it must be strict- 
l¥ interpreted, and no latitude can 
b@ used to broaden its restrictions 
*There is nothing in Section 
2@) that stops anybody from hir- 
ing w hoeve he want to furnish 
li@s of prospects and hang ban- 
n@s in stores. Section 2(0c¢) is con 
Cred only with who gets what 


on sale ind purchases 
F the commission, Commi 
sioner William Ayres insisted no 
new i ies were raised by the case 
Were it not for the fact that there 
is lisagreement an amplifying 
opinion would be unnecessary and 
inappropriate,” he said 
@ Sor f the most bitter differ 
ence centered on the advice com 


mi m staff members had given 
wperative at the time the 
contract for promotion allowances 
was written 

At the advice of Harry Babco.k 
attorney in charge of FTC’s Wash 
ington office, Carpel and District 


Grocery Stores had torn up a con- 
tract requiring the stores to carry 
Carpe frozen foods exclusively 
and assuring District a 4° com 
mission on sales to its membet 
tore 


Ruying Center for the Rich 13 County 
PRORLArea Market. Bianketed With 
THE PEORIA JOURNAL STAR 


LARGEST Circulation in Llinots.* 


- LARGEST Metropolitan Market in Ti 
«* op, 250.612 
3 REST Test Market in Midwest” says 


every SM. Test Survey 
4 WHOLESALE SALES 2% TIMES 
LARGER than any other Ilinols City * 
*Except Chicag: 
WHITE FOR YOUR NEW PEORIAREA FACT FOLDER 
Represented Netionally oy 


WARD-GRIFFITH CO. 
The Word-Griffith Co maintains offices 
in_all piincipol advertising centers 
— GET OUR CITY ZONE FOLDER 


FTC Orders Hit Two Grocery Groups nehalt { and received on their 
for Arranging to Get Brokers’ Fees 


to District's member 


hese are specific violations of 
the statute, and we know of no 
law or public policy which gives 
business men of any class or 
size immunity from the require- 


it of the law 


|@ The opinion denied there wa 
any interference with the right of} 


brokers and the compensation for 
them was in lieu of brokerage.” 

Opening his dissent, Commis- 
sioner Mason argued that the buy- 
ing cooperative was created be- 
cause corner grocers discovered 
that by uniting they could meet 
the competition of the chains, 
without losing their identity as 
individuals 


District Grocery to educate its|}@® “The corner grocer today is an 


members to put in frozen food 
products and to be more competi- 
tive with the chains. “The ‘educa- 
tion’ involved here was strictly 
limited to Carpel products, which 
DGS urged its members to han- 
dle in preference to competitive 
lines, and for which DGS received 
a@ very substantia] compensation 
from Carpel 

‘The activities of DGS in induc- 
ing its members to handle Carpel 
products in preference to competi- 
tive product constituted an im- 


portant consideration for the com- 


| pensation which it received from 


Carpel. These activities were 
equivalent to the functions of 


up and comer,” he said, “and he'll 
remain so unless government en- 
ters too many orders like the one 


here. 


“Heretofore,” he commented, 
‘such help as small entrepreneurs 
had received had been limited 
largely to speeches on the floor 
of Congress and anti-trust suits 
against big corporations, all of 
which made good reading but 
didn't help pay the rent 

Challenging the finding that the 
promotional allowance was a 
“brokerage fee,” he insisted: “To 


condemn these aids to smal] busi- 


ness as the exclusive prerogative 


of the broker class is contrary to 
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all common business experience. It 
is not only absurd but we would 
saddle the broker with functions 
he has neither the stomach for 
nor the facilities to carry out 


@ “Does promotion make DGS a 
broker? Then newspapers, maga- 
zines, billboards, radios and all 
other media are brokers. Every 


| advertising agency serving its store 


clients who is paid by the publica- 
tion in which copy is placed would 
be labeled a broker.’ 

The revised contract—which 
was cancelled shortly after FTC 
issued its complaint in 1947—cov- 
ered such “services” as the fur- 
nishing by DGS of up-to-date lists 
of its members, brands of frosted 
foods carried by each, and bulletin- 
izing its members weekly with in- 
formation about Carpel merchan- 
dise. DGS also assisted in arrang- 
ing displays of Carpel products, 
and provided streamers and other 
point of sale material 


@ The second order was isSued by 
the FTC against Paul M. Cooter, 


Your Hometown 
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oer 4 In his dissent, Commissioner | my, | 
ok Mason pointed out that Mr. Bab- 
Fang % ock approved the substitute con- 
re for promotional assistance Noting Td 
$e = that thi contract operated for f 
att three year before being hal- 
PP tite & enged by FT he contended 
ee Spee FT¢ action was “immoral — 
ue : @ The majority insisted FTC can- f 
Cy ee ot be bound by opinions of its] | 
merge taff members. “For a law enforce- 
5 toa 
net Re nent agency to proceed on any 
eae ich basis would constitute abdi- 
a Ee ation of its authority.” Commis- 
Se vs 4 ioner Ayres wrote  e 
i a) Commissioner Ayres denied that i 
me. ~ the order caused any economic in q 
vet, jury Es except | i | ' 
Pip uch injury as may result fro, a | eee 
Ms 3 the discontinuance of diserimina- Po ee 
met iB tory payments which were unlaw- a | 
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a food broker trading as Cooter 
Co. and Mart Sales Co. with a 
branch office in San Francisco, 
and Recorg Supply Corp. a buy- 
ing agent for a group of whole- 
Sale grocers. The order also is 
directed against Recorg’s officers 
and directors, including J. W. Her- 
scher, president. 

The commission found that in 
addition to operating his own 
broxerage business, Mr. Cooter 
was employed by Recorg to furnish 
it and its wholesale grocery share- 
holders with brokerage, market- 
ing, advertising and other services 
Products involved consist princi- 
pally of merchandise sold under 
numerous private or buyers’ labels | 


on which the respondents accepted | 
brokerage payments, the 
found that Mr. Cooter and Recorg | 


were not intermediaries or repre-|@ Mr. Cooter 


sentatives of the sellers but were 
acting for themselves and the 
wholesalers. 

Recorg rendered no services to 
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the sellers 


in 


these transactions, 


the commission said, adding that 
this was also true in the case of 
“except for such inci- 
dental services in the 
benefits as may have accrued to 
the sellers in not having to seek 
other outlets for merchandise sold 


Mr. Cooter, 


through said 


respondent.” 


form of 


At one time, the findings con- 
tinue, a substantial portion of the 
brokerage fees received 
Cooter from sellers was returned 
to the wholesalers as payments for 
advertising and promoting private 
brand merchandise 
controlled or owned by Mr. Cooter. 
Although this practice has been 
the findings declare 
or brands controlled by Mr. Cooter.| that most of the wholesalers are 

| still buyers of Cooter-brand mer- 
®@ In the purchasing transactions|Chandise and that on such trans- 


and buyers’ 


discontinued, 


actions he 


continues to 


currently 


by Mr 


receive | 


FTC | brokerage from the sellers. 


operates 


what he terms the “Cooter Plan” 
and offers wholesale food distribu- 
tors brokerage service, market in- 


formation, 


advertising 


counsel, 


SEAL OF GOOD PRACTICE—This seal will 
be displayed by TV stations subscribing 
to the Television Code of the National 
Assn. of Radio & Television Broadcasters 


merchandising assistance, and-con- 
trolled brands. According to the 
findings, he now has some 200! 
wholesale customers in 35 states, 
and solicits sellers’ accounts on a 
brokerage basis. 

The commission ordered Mr. 


Cooter to stop accepting any bro-| 


kerage fee from any seller on any 
purchases wherein he acts for any 
party other than the seller. Recorg 
and its officers are ordered not to 
take any commission or brokerage 


of any kind when buying for Mr 
Cooter, Recorg or its member 
shareholders 


Waugh Joins Arnold & Co. 

William C. Waugh, formerly 
director of sales promotion and 
public relations of Colonial Prov- 
ision Co., Boston, packer of Col-| 
onial Master smoked shoulders, | 
has been appointed v.p. in charge 
of merchandising for Arnold & Co., 
Boston agency 


Baker Named Board Member 
Laura D. Baker, who has been 
with the agency a number of years 
as media specialist, office manager 
land executive assistant, has been 
appointed a member of the man- 
agement board of Lewis Edwin 
Ryan Inc., Washington agency. 


Beck Retires, Officers Chosen 

Preston E. Beck has retired as 
president of Hanson Bennett Mag- 
azine Agency Inc., Chicago. New 
officers include Walker A. Sleight, 
president; John Peacock, v.p., and 
C. Rus, secretary. Mr. Beck will 
continue to serve as a consultant. 


son, Hercules Powder Co., 


All NIAA Awards 
Entries Due May 1 


New York, Jan. 10—For the 
first time, all entries for awards 
administered by National Industri- 
al Advertisers Assn. will close on 
a single date, May 1 

In making the announcement, 
Robert C. Myers, of United States 
Steel Co., Pittsburgh, awards ad- 
ministration chairman, said the 
step was taken to avoid confusion 
He emphasized that no extensions 
of the date will be granted. 

Winners of all NIAA awards 
will be announced at the associa- 
tion’s 30th annual conference to be 


| held June 29 to July 2 at the Pal- 


mer House, Chicago. Membership 
in NIAA is not a requirement for 
entry 


® Supervision of each competition 


is by a member appointed by Mr 
Myers. 
Individual award chairmen are 
Industrial Press award, J. Whitford Dol 
Wilmington, 
Del.; McGraw-Hill Publishing Co. awards. 


America 


You could, if you didn’t know the real people of this country, 
make out a pretty strong case that America is headed for 

a breakdown. But you would be wrong. Here at 

The American, you see, we serve these people in 

their own hometowns—in Fairfield, Conn., in San Diego, Cal., 
in Bangor, Me., in thousands of places where families still 
believe in themselves, their communities and America. 


Pretend to be hardboiled about it, but, actually, 

aren't you glad America has so many people who still believe 

in each other? Because they do, they are more responsive 

to sound ideas than people who are ruled by cynicism. 

Give Hometown America an honest product and it will give you 
enduring patronage. These are the people who buy the products 
they know from the dealers they know. These are the people 
whose lasting custom has built the great brand names. 


We know them because we are of them. For 76 years The American 
has served them. Thus it is known as the Family Service Magazine 
for Hometown America. Today, more than ever, we believe in 
these Hometown Americans, for in the dark clouds over America 
they are the silver lining—the hope of the nation. 


They seek The American because it serves them. They trust it 
as it trusts them. They respond to it for they are, by nature, 
responsive, just as they are, by nature, responsible. 


More than two and a half million of these trustworthy 
families—with 38.7% greater income than the average 

—read The American Magazine every month. So if you want 
responsible people to believe in the integrity of your company, 
its products or services, these are the people. If you tell them 
your story in The American Magazine they will read it 

and believe it. Whatever you do, don’t worry about America. 
America is sound and good at its roots. 

And its roots grow deep—in Hometown, America. 


Publisher 


merican 


MAGAZINE 


w Ir ae 


Jackson Hazelwood, Fuller & Smith & 
Ross, Cleveland; NIAA publishers’ sales 
presentation, Kenneth J. Bayer, Oakleigh 
R. French & Associates, St. Louis 

Putman Publishing Co. awards, C| W 
Tunison, Foy Paint Co., Cincinnati; Traf 
fic Service Corp. award, A. J. Griffin, 
Ticonium Co., Albany; NIAA “‘toppers.” 
T. M. Lowe, General Exhibits and Dis- 
plays, Chicago, and NIAA industrial ex- 
hibit, Paul F. Vollmer, Blaw-Knox Co., 
Pittsburgh 


Purina Sponsors Farm Show 


The Purina Chow division af 
Ralston Purina Co., St. Louis, has 
signed to sponsor a half-hour pra- 
gram, “Checkerboard Farm fe 
cast,” Saturday, 6:30 a.m., ES 
over Stations WJR, Detroit; WIK 
Erie, Pa.; WHKC, Columbus, O04 
WHIO, Dayton; WKBW, Youngs 
town, O., and WWVA, Wheeling, 
W. Va. (WWVA wiil carry the 
program a half-hour later). Garde 
ner Advertising, St. Louis, is the 
agency for the company 


Expect Increase in Sales 

Divisional and merchandising 
managers in department and sp@ 
| cialty stores throughout the U. § 
report that an increase in doila® 
and unit sales, 8% and 5% r@ 
spectively, is expected during t 
first six months of 1952, accor 
ing to a special study conducte@ 
by Fairchild Publications Inq, 
New York. : 
Waverly Plans Spring Drive © 

Waverly Fabrics, New York, & 
backing its spring line of Glosheen, 
estruscan cloth and ether home 
fabrics with an intensive advertis- 
ing schedule. Car cards will be 
used for the first time in 10 selec- 
ted cities. Lawrence Boles Hicks 
Inc., New York, is the Waverly 
agency. 


WOW Splits AM. TV 

WOW and WOW-TV, Omaha, 
owned and operated by Radio Sta- 
tion WOW Inc., have separated 
their broadcasting operations and 
will each continue independently, 
with separate programming and 
sales staffs. 


Bay Area Has 298,000 TVs 

The San Francisco Bay Area 
had a total of 298,000 television 
sets in use Dec. 1, according to the 
San Francisco Television Stations 
Committee. This keeps the area 
in 15th place among video mar- 
kets. 


PORT HURON 


MICHIGAN 
A Wealthy Market For Your Product 
Blanketed By The 
PORT HURON TIMES HERALD 
\1. Port Huron is one of Michigan's 
| Key Cities over 58,000 . 
2. = ing center for the Thumb 
River a. 
’. Diversified Indust 
SEND FOR OUR PORT HURON eouaiy 
NeUonasiiy Represented vy 


WARD-GRIFFITH CO. 
The Word Giitfith Co maintains offices 
“in all puncupal edvertiung centers 
GET Ovum City. ZONE FOLDER 
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Royal Metal Budget 
Raised 30°. for ‘52 


Cmicaco, Jar »—Royal Meta 
Mfg. ¢ metal furniture sker 
i i 4 ‘ 

a] 
t ; I ma idge 
exces » ae ” 
The t ‘ the advert 


PORTSMOUTH 


VIRGINIA 


AN IDEAL TEST MARKET FOR) 


ANY PRODUCT! 


Portam a well defined geo 
wraphi it for product testing 
ni pa rhiy industrialized, and 
average and teady as to come 
(in its record as a retail market, it 
deserves special consideration when 


product sales / advertising testing in 
of 00.000 population 


t 
THE PORTSMOUTH STAR 


Wt Wilt COOPERATEate POR INFORMATION 
WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 


in alt principe! advertising centers 
~~ GET Ovum CITY ZONE FOLDER — 


te 


me te 


The grand perpetuc!l award for the most outstanding 
to the Commonwealth Title 
of Philadelphia by the American Title Assn. at a recent convention held in Colorado 
president of the company, receives award from Ed 
ward S. Schmidt, assistant treasurer of Commonwealth Title 


advertising campaign during 


and bulk cocoa sales. He succeeds 
of the company, 
who is retiring early 
sistant sales manager John Fair- 


Manley Joins Goodyear 
Paul F. Manley, formerly editor 
of an employe publication of Cen- 


Taylor Appoint 


Y&R Shifts Schullinger 


Nestle’s Names Corrigan television supervisor at Young & 


production for the agency 


“Have you considered using Kimberly - Clark coated paper: ee 


Clark Printing Papers will add crisp 
new eve-appeal to your reports, adver 
y pieces, brochures and house organ — often at remarkable 
Today — ask vour buver or printer to see new 
l ithofec "id Ofset 


and Compare them with the paper Ne ts now using 


KIMBERLY- CLARK CORPORATION, NEENAH, WISCONSIN 
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Coming 
Conventions 


*Indicates first listing in this column 

Jan. 19-20. National Advertising Agency 
Network, western regional meeting 
Nicollet Hotel, Minneapolis 

Jan. 21-22. Outdoor Advertising Assn 
of Pennsylvania, annual meeting, Hotel 
Casey, Scranton, Pa 

Jan. 21-23. Newspaper Advertising Ex 
ecutives Assn, Edgewater Beach Hotel 
Chicago 

*Jan. 23-24. Associated Business Pub- 
lications, National Conference of Busi 
ness Paper Editors, Hotel Statler, Wash- 
ington, D. C 

Jan. 24-26. Advertising Assn. of the 
West, midwinter conference, Oakland, Ca! 

Jan. 25-26. Assn. of Railroad Advertising 
Managers, Sheraton Hotel, St. Louis 

Jan. 26-27, National Advertising Agency 
Network, eastern regional meeting, New 
Weston Hotel, New York 

Feb. 1-2. Pacific Northwest Newspaper 
Assn., annual meeting, Hotel Multnomah, 
Portiand, Ore 

*Feb. 7. Associated Business Publica- 
tions, annual midwestern clinics, Drake 
Hotel, Chicago. 

Feb. 8-9. Pennsylvania Newspaper Pub- 
lishers’ Assn., display advertising confer 
ence, Penn Harris Hotel, Harrisburg. 

Feb. 11-12. Inland Daily Press Assn., 
midwinter meeting, Congress Hotel, Chi- 
cago 

*Feb. 20. Associated Business Publica- 
tions, annual eastern clinics, Hotel Astor, 
New York 

Feb, 28-29. Oregon State Broadcasters 
Assn., annual meeting, Eugene Hotel, 
Eugene, Ore 

March 17-20. National Premium Buyers 
Exposition (19th annual), Conrad Hilton 
Hotel, Chicago 

April 1-3. Point of Purchase Advertising 
Institute, annual symposium, Waldorf- 
Astoria Hotel, New York 

*April 8 Associated Business Publica 
tions, awards presentation, 1952 contest, 
Hotel Statler, Boston 

*May 4-7. Associated Business Publica- 
tions, annual spring conference, The 
Homestead. Hot Springs, Va 

May 25-28 National Business Publica- 
tions, spring meeting, Skytop Lodge, Sky- 
top, Pa 

June 8-11. Advertising Federation of 
America, 48th annual convention and ex 
hibit, Waldorf-Astoria Hotel, New York 

June 22-26. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle 

June 29-July 2. National Industrial Ad- 
vertisers Assn., annual conference, Palmer 
House, Chicago 

June 10-14, 1953. National Business Pub- 
lications, spring meeting, Broadmoor Ho- 
tel. Colorado Springs, Colo 


Dyestuff Promotes Martin 


Donald M. Martin, advertising 
manager for Antara Chemicals 
division of General Dyestuff Corp., 
New York, has been promoted to 
advertising manager of General 
Dyestuff Corp. and will also han- 
dle the advertising activities of 
the product development depart- 
ment of General Aniline Works 
division of General Aniline & Film 
Corp., New York. He will be in 
charge of programs for trade pub- 
lication and direct mail advertis- 
ing, trade shows and exhibits and 
product literature. 


Forms St. Louis Film Studio 

Condor Films Inc., St. Louis film 
producer of commercial, industri- 
al, training and TV films, has 
opened offices at 1006 Olive St. 
Officers of the new company are 
Arthur E. Wright Jr., former pub- 
lic relations counselor and adver- 
tising executive, president; Gus G. 
Kindervator, former v.p. in charge 
of sales of Anheuser-Busch, ex- 
ecutive v.p., and Bradford Whit- 
ney, former director and talent 
supervisor at KSD-TV, St. Louis, 
Vv. p. 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market in Massachusetts 
Covered By The 
QUINCY PATRIOT-LEDGER 


$119,399,000 Effective buying 
income 
$99,277,000 Retail Sales 
Quality of market index 112 
Advertise and sell in Quincy 
ASK FOR OUR RETAIL DISTRIGETION SURVEY 
MeUenally Represented ty 


WARD-GRIFFITH CO. 
The Ward Griffith Co mamtains offices 
in all pancpal advertising centers 

Get OuR CITY ZONE FOLDER — 
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Fear of the Future 
May Lead to Major 
Price War: Hess 


New York, Jan. 8—A price war 
“that will make the last one look 
like kid stuff” is in the works if 
people this year are afraid to buy 
because they don't know what the 
future holds 

This prediction was voiced yes- 
terday by Max Hess Jr., president 
of Hess Bros., Allentown, Pa., de- 
partment store, at the convention 
of the American Retail Assn. Ex- 
eculives 

Mr. Hess said the possibility of 
a price war stemmed from the fact 
that business men are currently 
looking ahead “into a fog of un- 
certainty” and are “nervous and 
insecure” because of world events 

Another prediction he made was 
that women—who have always 
done most of the retail buying— 
will do a bigger share of it than 
ever this year “because they're 
back in defense plants in bigger 
numbers than at any time since the 
war. That means they have more 
to spend.” 


@ Mr. Hess, who declared that the 
future of American business “de- 
what happens in the 
world,” said he had wired 
and cabled the following questions 
to President Truman, Prime Min- 
ister Churchill, Premier Pleven 
and Marshal Stalin: 

“Do you believe the UN, as now 
organized, offers the best possible 
future for the economic well-be- 
ing of all free people? If not, what 
changes of policy would you rec- 
ommend”? 

“Do you believe the ECA is ful- 
filling its function to strengthen 
the economies of free nations? If 
not, how is it failing? 

“Do you believe the Atlantic 
Pact serves in any way to stimu- 
late or discourage the free flow 
of commerce among nations? 


pends on 


whole 


@ “Finally, what is the strongest 
contribution American business 
can make toward a world econ- 
omy that will be healthy and se- 
cure?” 

Whatever replies are given to 
these questions, said Mr. Hess, “we 
in America, who have the means, 
must help the world shake off its 
present economic sickness. We 
can't sell to people who haven't 
the strength to buy.” 

Mr. Hess said business men 
should support the ECA, the At- 
lantic Pact and the UN “with ev- 
ery dollar and every ounce of 
energy.” 


Portland GE Boosts Millsaps 


Ralph H. Millsaps, public rela- 
tions director, has been named a 
v.p. of Portland General Elec- 
tric, Portland, Ore. He was with 
the East Oregonian, Pendleton, 
Ore., and the Chronicle, Dallas, 
Ore., prior to joining Portland 
General Electric as advertising 
manager in 1938. 


WABG Joins ABC-AM 

WABG, Greenwood, Miss., has 
affiliated with the American 
Broadcasting Co. radio net. The 
station operates full time, with 
1,000 watts daytime and 500 watts 
at night. 


ROCKY MOUNT 


NORTH CAROLINA 


One of the nine LARGEST cities 
in North Carolina, offering a field 
rich in Agriculture, Manufacturing, 
Tobacco Culture and Marketing and 
served by its only newspaper, the 


Evening and Sunday Telegram 
SEND FOR OUR STAKDARD MARKET DATA BOOK 
Nalienally Represenesd wy 


WARD-GRIFFITH CO. 
The Ward-Griffith Co marntains offices 
in all principal ' centers 
— GET OUR CITY ZONE FOLDER - 


| woman’s Magazine, 


Form Lobster Institute 

Lobster dealers from Nova Sco- 
tia to New York have formed the 
North Atlantic Lobster Institute, 
with I. R. Cousins, genera! mana- 
ger of Consolidated Lobster Co., 
Gloucester, Mass., as_ president. 
The organization will study prac- 
tices and recommend plans for 
development of the industry, sta- 
bilization of the market, 
product packaging and wider dis- 
tribution. The program is being 
financed by a voluntary contribu- 


tion of %4s¢ per pound from each 


member dealer 


Sophie Mae to Tucker Wayne 

Sophie Mae Candy Corp., Irv- 
ington, N. J., manufacturer of 
peanut brittle, has appointed Tuck- 
er Wayne & Co., Atlanta, to handle 
its national magazine advertising 
for 1952. Magazines to be used in 
the new campaign include Every- 
Family Cir- 
cle, Good Housekeeping, The Sat- 
urday Evening Post, and Woman's 
Day 


better | 


Offers Plastic Cut Service 

Basil L. Smith System, Philadei- 
phia, has inaugurated a plastic 
engraving department to make 
plastic cuts for agencies, newspa- 
pers, and publications of all kinds 
Details may be obtained from Basil 
Smith, 1016 Cherry St., Philadel- 
phia. 


Two Name Davis & Co. 


Davis & Co. Los Angeles, has 
been appointed by Sunny Sally 
Vegetable Growers, producer of 
packaged vegetables, and Robert 
William Foods, manufacturer of 
macaroni products. Media will in- 
clude television, newspapers and 
radio 


55 


Weber Joins Don Wagnitz 

Hal Weber, formerly advertis 
ing manager of Lufkin Rule Co 
Saginaw, Mich. manufacturer o! 
precision tools and measuring 1! 
struments, has been appointed v p 


and account supervisor of Don 
Wagnitz & Associates, Midland, 


Mich 


THIS IS JACK KENT — (Another W-G Salesman) 


John F 


“Jack” Kent was appointed manager of our Detroit office in_ 1944 after ten 


years selling experience in our Chicago office. He is President of the Detroit chapter 
of the New Spaper Representatives Association. Jack is an expert advertising and sales 


man who follows our policy of 
our salesmen 
business is local 


Guaranteed Customer Satisfaction 
will be delighted to give you all the assistance in their power. A}! 
Buy newspaper advertising! 


Jack, or any of 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES - 
coon 


Park Lexington Building ° 
Wrigiey Building 

General Motors Bullding 

Statier Office Building 

22 Marietta Street 

215 Builders Building 

Russ Buliding . . 

Lincoln Liberty Buliding 


BOAYTON 


CINCINNATI 


--eand the key 
to it is the.. 


@ COLUMBUS 


AKRONG 


®. 


YOUNGSTOWN 
a 


Yukon 2-2-6032 
seccccceccesosone Locust 


GET OUR CITY ZONE FOLDER 


.. Plame 5-7088 NEW YORK 
Superior 71-2485 CHICAGO 
. Trinity 3-6365 DETROIT 
Liberty 2-5668 BOSTON 
Walnut 1231 ATLANTA 
5.8020 CHUARLOTTE 


SAN FRANCISCO 


14279 “PHILADELPHIA 


Canton, Ohio is a Key 
DETERGENT & SOAP Market 


Canton Families use up to 
38.7% more Detergents and Soap 


. 


Key Facts: Canton’s deep well water varies from 22 to 36 
grains hard. In Cleveland, the water is only 8 grains hard. 


A Canton family will use as much as 38.7‘; more soaps, detergents and 


cleansers than a comparable Cleveland family. And the 83,292 families in the 


Canton Metropolitan area have an average effective buying income of $5,179. 


One newspaper, the Repository, covers these families—96.7% city 


zone coverage; 99.44%, home delivered. No other newspaper gives 


you merchandisable coverage of this key market. 


A Brush-Moore newspaper, represented nationally by Story, Brooks & Finley 
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. : P A P 9 % j 
ndrews Joins ‘Collier's ; irgt iis magazine will mi promotions and provide 
Bisquick s Latest Stueeme Jo 4 - a Franchises Set for . | -eal Tr nagaz “ pinay make prom 1 and pr se i€ mpgs 
4 A i i Anarey Pormeriy ir ippearance Jan 4 pieces acal publishe rs iso Wh ; 
. with t New York wm oF th ‘ . ’ nothe , aeat 1) } — ‘ ; 
Triumph, Ads Say. Burea 5 A cis : ns ir Aes ‘ - - More TV Digests A d ‘ 4s Diges * ul be oot be furnished with institutional ad- 
i of J v ising, Ameri i ishec mn the same date in At- vyertising lavot d cop) I | 
I C b Cak Newspaper Publishers Assn. has Pwn.apeiemta, Jan. 9—TV Digest,| lanta by Mendel Segal, 161 Luckie| \icrun arin and filne : 
sa rum 8 ake oined the New York sales staff of , aetna P _<_ - . , sUCKIE television slides and films : 
regional prograr nd feature > 
MINNEAPOLI vat u Velvet | wi weekly tm cation tink te efiesind Under the license agreement, the | : 
G t \ ne Creneral M Gibbs Rejoins Kudner franchise to publishers in other parent magazine will furnish fran- Opens Detroit Sales Office : 
‘ ‘ ‘ ed th Don Gibt os te , ‘ television areas to print a similar chise publishers with all editorial] Jerry Fairbanks Inc., Hollywood, 
6 ‘ or fhODS c -] pa i ITY i , weer » » 
ex gazine years a v.p. of Warwick | Rm imazine with the same name matter written by the Philadel-| TY film produce r, has = ned . 
’ rv to plug the N-| most recently in the agency's Lo To date, one license for a TV phia staff but slanted for national | sales office in Detroit, “ee ono 
P i ‘ ' : ‘ ° ¢ ‘ ‘ TW »pin i 1umber { sales yranches 
pat ‘ Bisquick, Angeles office, has rejoined the Pigest in the Pittsburgh-Johns nterest. TV Digest here also will plar cad orl —A Ric h od Benin 
e foundatios f the copy staff of Kudner Agency, New ‘own area has been issued to Wil- set up complete newsstand dis- h e hewn appointed to “head the 
recipe York liam Adler, 932 Penn St., Pitts- tribution plans and_ subscription ‘Hetroit office 


Doremus Elects Johanson V. P. 
Doremus & Co. has elected Car 
for A. Johanson a vp. Before join 
fix the agency's San Francisco of 
Bce in 1947, Mr. Johanson wa 
Manager of advertising and public 


‘lations for the Rheem Mfg. Co 
ew York, manufacturer of auto 
itic water heater 


McGraw Hill Buys Book List 


McGraw-Hill took Co New 


lork ha purchased — the high 
hool book list of Harper & Bro 
w York. Transfer includes all 


ventory ind publishing right 
ra t of BO title Harper will 


rine wh sehool book 


ap: ration 
Judy Bond to Parrish 

Juds Bond In New York, 
Wormer blouse manufacturer, has 

pointed Amo Parrish & Co, 
; ae York, to handle advertising 
Merchandising ind promotion 
Tewin, Willian & Saylor, New 
York, formerly erviced the ac 
count 


Winslow Appoints Stedfeld 
W ww Metal Products Co 


Cleve i iufacturer of auto 


Schwerin Appoints Teison 
Schwerin Research Corp. New 
York, ha ippointed Herbert J 
reison to head its public relation 
department. He formerly was a 
ad with public relations work 
promoting tourist travel to Meni 


KCBQ, San Diego. Moves 
KCBQ al Liego Cal ha 
moved to new ima irae teeta: 


in Hotel Manor 9223 El Cajor 


SALISBURY 


NORTH CAROLINA 
-MARKET 
-NEWSPAPER 
-¢osT 

The Salisbury Post 
Nothing Counts but Results 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward Griffith Co maintains offices 
“un all principe! edvertiung centers 
GET OUR CITY ZONE FOLDER 
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Queries Industrial Editors 

The International Council of In- 
dustrial Editors has sent out 6,200 
jyuestionnaires to industrial editors 
in an effort to determine the 
amount of time they spend on 
their publications, methods used 
to check readability and reader- 
ship, salaries, size of staffs, meth- 
ods of distribution and editors 
training and education, in addition 
to circulation and_ publication 
costs. The survey, similar to one 
the council conducted in 1948, will 
reach editors in Canada, England 


x 
earned $5 billion more last year 
than in prosperous | 
income for our 5.1 million farms exceeds 
$7,800 per farm. But 
better half! 

Our top-half farms consistently get 
90°, of all farm income, averaged a 
whopping 311.000 plus per farm in 1951! 

These upper-half farms are largely re- 
sponsible for a major marketing fact: 
Rural customers spend every third dollar 
at retail in America! 

And it is among these upper-half fam- 
ilies that Country ¢ 
trates its 2,300,000 ci 

ee? AND will 


— 
= 
neo 

un 

TN 


and the Hawaiian Islands as well 
as in the U 


Bradner Smith Hits 100 


Rogers Opens Own Office 
Mason T. Rogers, formerly pack 
aging and merchandising director 
of Dewey & Almy Chemical Co., 
Bradner Smith & Co., Chicago, Cambridge, Mass., has opened his 
paper merchant, is celebrating its OW" general merchandising con- 
100th anniversary this year. The Sulting office in Cambridge 
company, which was burned out of 
its Chicago quarters in the great Capehart Promotes Collins 
fire of 1871, was known as Brad- Louis J. Collins, who has been 
ner Warren & Co. prior to 1852 and manager of the Chicago sales area 
at one time engaged in the manu- for the company, has been ap- 
facture of paper, with mills in Illi- pointed director of sales for Cape- 
nois, Wisconsin, Michigan and hart-Farnsworth Corp. Fort 
Indiana Wayne, Ind 


Cuicaco, Jan, 8—Mystik Adhe- 
sive Products division of Chicago 
Show Printing Co. will launch a 
national campaign early in Febru- 
ary to introduce a new selling unit 
and display for Mystik Self-Stik 
freezer tape 

Mystik said its freezer tape will 
be the first to be offered on the 
consumer market and will retail 
for less than $1 

Designed to seal and identify 


That is why dealers in every basic line 
950. Average 1951) say: “Country Gentleman helps me most 
to sell my best rural customers.” 

take a look at the That is why business places more ad- 
vertising in Country Gentleman than in 


any other farm magazine. 


FARM OUTLOOK 
FOR 1952 


Farm families will earn even more, be even 
better customers, this year. Federal agencies 
are calling on them for a still greater output of 
food and fiber in 1952 to meet all-time high 
demand... 


ventleman concen- e« More raw material for defense industries. 


reulation. 


More food for growing military forces. 


More civilian mouths to feed—U.S. popula- 
tion is increasing 2 million yearly. 


More money for food—consumer incomes 
continue upward. 


More people eating more—food consump- 
tion per capita is already 13% above prewar. 


More people eating better— Americans are 
steadily upgrading their diets. 


More farm products for our friends abroad. 


Read more, used more, liked more 
by 2,300,000 prosperous fam- 
ilies throughout Rural America. 


aw 
had 


_ Mystik to Introduce Colored Freezer Tape 


packages in refrigerators and 
freezers, the will 
three colors—red for meats, blue 
for fish and poultry, and neutral 
for vegetables or other 

Distributors from Pittsburgh to 
Los Angeles met in Chicago last 


NOW! FAMOUS MYSTIK FREEZER TAPE IN 
COLORS IN A BRAND NEW DISPLAY-PAK! 


vy seveenue: Backed with the Impact of Powerty! 


Tet ad 


tape come in 


foods 


. 
2 8Ou8 3 COLORS 
= Ont racaaee 


OO Oe ee le lee 
—— 20 


ee beh + Cate Paces Geen free tenet: 
wee PR 


week to plan the promotion, East- 
}ern distributors met in New York 
| yesterday 
}@ Each Mystik Triple-Pak will 
contain three “apartment-size” 
rolls of the freezer tape. The mer- 
chandising unit will be packaged 
for effective counter display in @n 
illustrated carton containing #2 
Triple-Pak units. The complete 
display occupies less than one-half 
square foot of counter space 

The agency, George H. Hartman 
Co., Chicago, is planning a satur@- 
tion TV campaign. Rowland 
Laughlin, Hartman v.p., said sp@t 
TV commercials will make up 90& 
of the promotion. Trade paper and 
point of sale advertisements al@o 
will be utilized. 


Ruppert Brewery Registers 
First Profit Since 1948 


|; Jacob Ruppert Brewery, New 
| York, last year enjoyed its firgt 
profitable year since 1948—followe 


ing the introduction of Knicket 
bocker beer on March 1 

In the nine months since, Rupe 
pert has shown a profit of ae 
compared with a loss of $1,039,7 
for the same period in 1950. Sal@ 
success of the new beer was crede 
ited to its “less filling and extr@ 
dry” qualities. 


Direct Mail Dollar Volume 
Jumps to $976,000,000 

Dollar volume of direct mat) ad- 
vertising used by American busi- 
ness during the first 11 months of 
1951 was $976,124,928, according 
to the Direct Mail Advertising 
Assn., New York. This represents 
a gain of more than 14.5% over 
the same period in ‘50 

For November alone, the dollar 
volume was $97,370,182—-an in- 
crease of 13% over November, 
1950 


Martin-Senour Campaigns 
Martin-Senour Co. Chicag 
manufacturer of paints, has 
planned the largest national cam- 
paign in its history, with concen- 
tration on magazine media during 
the spring painting season in 1952 
The schedule includes full-color 
insertions in Better Homes & Gar- 
dens, House Beautiful, House & 
Garden, Life and Living for Young 
Homemakers. The drive opens in 
| January. MacFarland, Aveyard & 
Co., Chicago, is the agency 
WISCONSIN 


A Wealthy Market For Your Product 
Bianketed With The 
SHEBOYGAN PRESS 
1. Sheboygan is one of Wisconsin's 
key cities over 52,000 population. 
2. Home of Prange’s, world’s larg- 
est department store in a city 
the size. of Sheboygan. 
3. Diversified Industry. 
SEND FOR OUR SHEBOYGAN MARKET FOLDER 
Nationally Reoresented ty 


WARD-GRIFFITH CO. 
The Ward Griffith Co mointoins ° 
in oll primtipal advertising « " 
— GET OUR CITY ZONE FOLDER 
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Dukeshire Leaves WNHC 


Williar Juke igned 
WNHC and WNHC-TV, New Ha- 
er mt to become advertising 
anage f Whitney Laboratories 
New Have H ities at the sta 

oe take ever Db Joseph 

Hobins : tant lirecto of 
promot 
Welses to Steamship Co. 

(7 ge W Nelsor formerly as 

tant to the put her, vp. ane 
ecreta f the New Orleans Iter 

i prior to that advertising direc 
tor of the Philadelphia Record, ha 
‘ py ed executive assistant 
to the pre ent of Standard Fru 
A teamship Co. New Orlean 


fhe Atlanta Journal and C 


Colonial Changes Name 


Colonial Advertising, Newark 
has changed its name to Rigas 
rurebette, Zboyan Advertising 


every working day Thomas KReg- 
tater gets reports containing vital 
Information about manufactur- 
ing plants... and every day IEN 
= these reports, checks them 
Buainst its own records. That's 
hy TEN reaches so many worth- 


Phile people in’ se many im- 


portant and up-and-coming 


: 


' 


This Inquiry Cheeking and An- 
alysis Work Sheet helps adver- 
tisers make a therough analysis 
of publication inquiries, and can 
be used as a check list for subse- 
you'd like a 


action, Uf 


to TEN. 


quent 


cops, write 


nas 
EWS 


for Bay 


Thomas Publishing Company 


461 Eighth Avenve, New York 1, N.Y 


REPRESENTATIVES.ATLANTA + BOSTON 


CHICAGO + CLEVELAND + DETROIT 
LOS ANGELES 


PITTSBURGH 


INDIANAPOLIS) + 
PHILADELPHIA + 


Business Paper 
Linage for 195] 


‘Up 8% over ‘50 


CHICAGO Jar & Advertising| 
inage it pusine papers during} 
1951 gained 82 er that of 1950 
sccording to a ear-end analvsi 
by Industrial Marketi 

Advertising in 264 representa 
tive busine papers which report 
their figures to Industrial Market- 
ing totaled 370,823 pag pared 
to 342,733 1950, a ease of 
268.090 advert g page 

For the nth f December 
u the ize gain was the } r 
est r the ve h a gain of 
3057 | ‘ ( 11.7 re thar 
1950's total of 26,072 

The 157 reporting industrial pa- 
pe gained 15.2% in December 
ind 116 for the entire vear. The 
ndustrial papers carried 227,243 
page during 1951 and 203,579 
page juring 1950. In December 
1951, these papers carried 18,461 
pages i iwainst 16,031 in the 
correspt jing month of 1950 
@ The seven product news publica- 
tion figured on one-ninth page 
units, gained 166% in December, 
1951, over the ime month a year 
ago, and were up 132 for the 
vear These paper carried 2,457 
inits in December, 1951, as against 
2.108 units in December, 1950; for 
the vear, 28,980 units were carried 
in 1951 and 25,591 units in 1950 

Advertising linage in 55 papers 
in the trade group gained 1.6% in 
December, 1951, but figures for the 
vear show a loss of 0.8%, or 579 
pages less than 1950's yearly total 
of 71,703. The December-to-De- 
ember comparison shows 4,809 for 
bl, as against 4,734 in ‘50 

December issues of 27 class pub- 
ications in 1951 carried a _ total 
of 2,378 page up 7.7% from the 
2.209 pages carried in December 
1950. Tota nage for the entire 
vear of 1951 was up 5 from the 
preceding vear Last year there 
vere 31,056 page ‘ mopared 
with 29.589 in 1950 

rhe 18 export papers reporting 
gained 1.3 1951 over 1950 
irrying 12,430 pages as compared 
vith 12,271 in 1950. This group 
al gained 3.4 n the December- 
to-December comparison idding 
34 pages to the 990 carried in 1950 
for a total of 1,024 pages in De- 
cember, 1951 


The following footnotes refer to the figures in the 


adjoining columns 


Sinctudes special issue. *Includes classified adver 
tising Estimated Two issues Three issues 
Four sues, ‘Five issues Does not include ad 
veriising in special western section 7x10 units 


sold as pages, ‘Nine issues in 1950 


Honig-Cooper Gets Mother's 


Honig-Cooper Co., San Francis 
co, has been appointed to handle 
the advertising account of Moth- 
er’s Cane & Cookie Co Oak- 
land. Jewel Advertising, Oak- 
land, previously had the account 


Avoset Promotes Ted Gruhler 


Ted Gsruhier sales manager 
ince 1946, | been promoted to 
vp. and sale lirector for Avoset 
Co,, San Francisco, manufacturer 
of Avoset terilized cream and 
; QUIP ‘ irized cream 


TORONTO, CANADA 


| American 


Capital City of Ontario — Canada’s Righest 
Provinee — Having One-Third of Canada’s | 
Total Population and 42% of Retail Salee— | 


Bianketed by the 


TORONTO DAILY STAR 
400,000 circulation (largest 
Canada) 

— 80% coverage of Toronto 

~50% coverage of 45 prosperous 
Ontario centers 

SEND FOR OUP COMPLETE DETAILED MARKET FACTS 


Represented In United States 


WARD-GRIFFITH CO. 
The Ward Grftith Co maintarns offices 


molt advertising conters 
GET Ou® CITY ZONE FOLDER - 
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December and 1951-50 Total Volume in Business Papers 


These figures 


permission. Unless 


Industrial Group 


Aero Digest 

Aeronautical Engineering Review 

American Aviation (bi-w) 

American Brewer 

American Builder 

American City 

American Dyestuff Reporter 

Machinist (bi « 

American Printer 

Anaitical Chemistry 

Architectural Record 

Arts & Architecture 

Autommotive Industries (sem: mo 

Avation Age 

Aviation Weer 

Bakers’ Helper (bi-w) 

Rouds 

Boxboard Containers 

Brewers Digest 

Brick & Clay Record 

Bus Transportation 

Butane Propare News (4 

Butter 
nal 

Canner 

Ceramic Industry 

Chemical & Engineering News (# 

Chemical Engineering 

Chemical Processing 

Chemical Week 

Cwwil Engineering 

Coal Ace 

Coal Mining 

Commercial Car Journal 

Construction Digest (bi-w ) 

Constructioneer (bi-w ) 

Conctruction Equipment 

7x10 ad units) 

Construction Methods 
ment 

Construction News Monthly (w ) 

Constructor 

Contractors & Engineers 
94yn14) 

Dairy Record 

Design News (semi-mo) 

Diese! Progress (9x12) 

Distribution Age 

Drifting 

Drug & Cosmetic Industry 

Electric Licht & Power 

Electrical Construction & Mtnce 

Electrical Engineering 

Electrical South 

Electrical West 

Electrical World 

Electronics 

Engineering & Mining Journal 

Engineering News-Record (w ) 

Excavating Engineer 

Factory Management & Mince 

Finish 

Fire Engineering 

Fleet Owner 

Food Engineering 

Food Packer 

Food Processing 

Foundry 

Gas 

Gas Age (bi-w.) 

Heating & Ventilating 

Heating, Piping & Air Condition 
ing 

Ice Cream Review 

Industrial & Engineerine Chemistry 

Industrial Finishing (4) @x6' >) 

Industry & Power 

Inland Printer 

Interiors 

Iron Ane (w) 

Lumberman 

Machine & Tool Blue Book 
(4! 5x6") 

Machine Design 

Machinery 

Magazine of Building 

Manufacturers Record 

Marine Engrng & Shipping Rev 

Mass Transportation 

Materials & Methods 

Mechanical Engineering 

Mechanization 

Metal Finishing 

Metal Progress 

Milk Dealer 

will & Factory 

Mining Engineering 

Modern Machine Shop (4! 4x6! ») 

Modern Metals 

Modern Packaging 

Modern Railroads 

National Petroleum News (w ) 

Nat onal Provisioner (w 

National Safety News 

Oil & Gas Journal (w) 

Organic Finishing 

Pacific Builder & Engineer 

Packaging Parade (9%,x12) 

Paper Industry 

Paper Will News (w.) 

Paper Trade Journal (w ) 

Petroleum Engineer 

Petroleum Processing 

Petroleum Refiner 

Pit & Quarry 

Plant* 

Plant Engineering 

Plating 

Power 

Power Engineering 

Practical Builder 

Printing Magazine 

P, 

p 

P 


tw) 


& Equip 


Monthly 


tw) 


oduct Engineering 

reduction Enaineering & Mat 
oducts Finishing (4! 

Progressive Architecture 

Purchasing 

Purchasing News 

Quick Frozen Foods & the Locker 
Plant 

Railway Age (ww) 

Railway Engineering & Mtnce 

Railway Mechanical & Electrical 
Engineer 

Railway Purchases & Stores 

Railway Signaling & Communica 
tions 

Roads & Streets 

Rock Products 

Southern Lumber Journal 

Southern Lumberman 

Southern Power & Industry 

Stee! (w.) 

Supervision 

Telephone Engineer (sem:-mo ) 

Telephony (w.) 

Textile Industries 


2x6! >) 


Cheese & Milk Dredusts Jour 


otherwise noted, 


Dec Pages 
1% 1 1950 
70 s 
78 46 
*53 4) 
*51 od 
121 126 
121 129 
4121 4108 
"421 "49 
49 40 
% 41 
180 182 
19 19 
222 164 
*83 *33 
"248 *130 
122 125 
83 77 
29 29 
49 50 
a: 40 
*43 “45 
od 82 
75 70 
32 33 
*53 “58 
*69 *60 
194 1” 
*295 *244 
161 123 
126 79 
49 46 
142 150 
23 19 
132 122 
*153 "10% 
*134 *107 
9 14 
*104 *107 
*76 *69 
“4 33 
53 51 
5S AA 
187 127 
51 51 
53 55 
4161 §152 
*96 *112 
7 87 
105 a9 
78 65 
53 38 
75 7 
936 «6258 
305 239 
1% 120 
*288 *265 
24 30 
*248 *205 
Az RW 
46 43 
196 7 
"129 = *122 
*29 *29 
49 71 
*197 *173 
62 48 
74 77 
72 66 
119 1” 
66 75 
lll 106 
75 *66 
4 70 
§80 §77 
105 4 
514 *4% 
*1l11 = *110 
270 234 
*230 «= * 188 
273 243 
169 122 
°37 *w 
1n2 78 
19 2 
156 9 
19 107 
*Rg *R2 
68 66 
135 104 
74 77 
*206 *183 
26 3 
292 244 
46 7 
*135 *130 
117 80 
119 a4 
143 Ml 
64 51 
§*542 §*505 
10 & 
82 76 
70 58 
67 52 
$127 §119 
*140 *123 
*176 «= #139 
R6 69 
*163 "144 
*104 *93 
Ww 29° 
97 54 
52 55 
205 24 
ag 72 
&6 76 
*47 *45 
*264 *232 
109 R4 
RS 64 
118 88 
254 205 
53 26 
62 59 
271 209 
53 45 
at 83 
Od 7 
37 32 
69 64 
*122 «*116 
*95 85 
$256 86 §251 
83 89 
*455 «4°35 
3 2 
*o4 
$*156 §°142 
147 ul 


Textile Werld 
Timberman 
Too! Engineer 
Tooling & Production (5x7! ,) 
Traffic Werld (w) 
Utilization 
Wastes Engineering 
Water & Sewage Works 
Water Works Engineering 
Welding Engineer 
Western Canner & Packer 
Western Construction 
Western Industry 
Wood Worker 
Woodworking Digest (4' 2x6! ,) 
World Oi! 
World Petroleum 
Total 


PRODUCT NEWS GROUP 


Dec 
1951 


§°197 
40 


compiled from Industrial Marketing, must not be quoted or reproduced without written 


all publications are monthlies with standard 7”x10” type pages 


Pages Total yr. pgs 
1950 1951 1950 
195 2559 2539 
93 1270 1135 

67 141 909 
LJ 1350 1043 
138 1734 1459 
§*40 413 325 
22 306 2% 
56 782 760 
50 7 650 
*42 64 533 
“34 546 590 
*76 1064 
*41 687 513 
*65 791 814 
46 1945 1811 
#190 2600 2419 
48 791 676 


18.461 16.031 227,243 203.579 


Volume figures for product news information publications are reported 


in 1/9 page wnits (approx 7% 

Electrical Eeuipment 

Industrial Equipment News 

Industrial Maintenance 

New Equipment Digest 

Plastics World ene 

Product Design & Development 

Transportation Supply News 
Total 1/9 page units 


TRADE GROUP 

Air Conditioning & ae 
News (w.) (11' 

American Artisan 

American Druggist 

American Lumberman & Building 
Products Merthandiser (bi-w.) 

Boot & Shoe Recorder (semi-mo.) 

Building Supply News 

Chain Store Age—Administration 
Edition Combinations 

Oruggist Editions 

General Merchandise—Variety 
Store Editions 

Grocery Editions 

Department Store Economist 

Domestic Engineering 

Electrical Dealer 

Electrical Merchandising (9x12) 

Electrical Wholesaling 

Farm Equipment Retailing 

Farm Implement News (semi-mo.) 

Florists’ Review (w.) 

Fueloil & Oi! Heat 


TRADE GROUP 

Geyer's Topics 

Glass Digest 

Hardware Age (bi-w.) 

Hatchery & Feed 
Central-Western edition 
Eastern edition 

Hosiery & Underwear Review 

Hosiery Industry Weekly 

Hosiery Merchandising 

Implement & Tractor (bi-w.) 

Implement Record .. 

Industrial Distribution 
lewelers’ Circular-Keystone 

Leather & Shoes (w.) 

Lingerie Merchandising 

Liquor Store & een 

Motor 

Motor Age 

Metor Service (44x64) 

NJ (National Jeweler) (5/gx7%,) 

National Bottlers’ Gazette 

Office Appliances 

Photographic Trade News 

Plumbing & Heating Business 

Plumbing & Heating Jeurnal 

Piumbing & Heating Wholesaler 

Poultry Supply Dealer 

Progressive Grocer (4!4x7'4) 

Sheet Metal Worker 

Southern Automotive Journal 

Building Supplies 

Southern Hardware 

Sporting Goods Dealer 

Sports Age 

Super Market Merchacdising 

Variety Merchandiser (450x65,) 

Wood Construction & Building 
Materialist 


Total 


CLASS GROUP 

Advertising Age (w.) (10%4x14) 

American Funeral Director 

American Hairdresser 

American Restaurant 

Banking (7x10 3/16) 

Billboard (w.) (1034 x153%) 

Chain Store Age—Fountain 
Restaurant Combinations 

Cleaning & Laundry World 

Dental Survey 

Fountain & Fast Food Service 

Hospital Management . 

Hotel Management 

Hotel Monthly 

Hotel World-Review (w.) (9! 4x14) 

Industrial Marketing 

Journal of the American Medical 
Association (w.) 

Laundry Age 

Medical Economics (414x634) 

Modern Beauty Shop 

Modern Medicine (semi-mo. ) 


Nation's Schools 

Oral Hygiene (4 yr ¥ 3/16) 

Proceedings of the 1. R.E 

Restaurant a 

Scholastic Coach 

Schoo! Executive—Schoo!l Equip 
ment News 

What's New in Home Economics 


Total 


EXPORT GROUP 
Amer. Automobile (overseas ed.) 
American Exporter (2 editions 
Amer. Exporter Industria! (2 ed.) 
Automevil Americano 
Caminos y Calles 
Farmaceutice 
Hacienda y editions) 
El Hospita 
Ingenieria Poe Construc 
Ingenieria Internacional Industria 
McGraw-Hill Digest 
Petroleo Interamericano 
Pharmacy Internationa! 
Revista Aerea Latinoamericana 
Revista Retaria 
Spanish Oral Hygiene (45/16 x 
7 3/16) 
Textiles Panamericanos 
Total 


"x44" 


not standard 7”x10” pages 

347 310 3943 3775 
776 710 9157 8524 
158 137 2101 1798 
589 491 6884 5852 
232 171 2540 2122 
292 244 3331 2842 
63 45 1014 678 
2.457 2.108 28.970 25,591 
“e4a2 #40 640 691 
70 78 1291 1369 

57 7 1191 1364 

"153 *138 2145 2012 

116 113 2080 2169 
114 86 1867 1738 

17 19 314 306 

48 50 1029 

54 65 1455 1618 

66 63 1295 1283 

81 64 1011 956 
124 122 1824 1864 

43 % 617 607 

8s 97 1783 1808 

70 71 1013 969 

50 55 705 756 

*100 43=—*107 1686 1906 
*321 4=—*342 4684 5016 

79 78 1172 1216 

69 63 905 951 

27 27 336 360 

*158 8 *155 3792 4128 

40 36 541 532 

41 %6 542 32 
123 97 1268 1201 
"42 46 671 665 

19 25 405 340 

$310 §306 2133 2209 
53 48 683 688 
§427 §388 2767 2473 
110 132 1854 2040 
§*133 §*142 1480 1469 

41 40 663 7% 

29 40 594 578 

85 100 1819 904 

83 7 1401 1320 
128 117 1829 1724 
103 119 1784 1882 

76 69 861 975 
126 122 1757 1743 

61 43 811 699 

76 69 1181 1124 

50 4g 812 90 

33 32 383 376 
+36 *32 372 385 
105 109 1685 1791 
*43 *51 727 802 

81 72 1407 1355 

50 35 696 553 

65 60 1064 1087 

97 104 1830 2039 

30 38 591 617 

79 79 2318 1378 

51 56 890 994 

39 33 641 566 

4809 4734 71124 71,703 
§221 ‘§186 2655 2397 
*57 *62 847 871 

26 27 480 465 

66 67 973 1034 

50 ag 760 714 

238 = °205 2834 2656 

15 16 307 304 

35 33 413 470 

ad 93 1247 1222 

27 30 518 

67 54 878 811 

71 61 1158 1190 
“44 *36 528 
“44 #39 5 10 

93 7 1141 1152 

§*307 §*296 3638 3609 

38 43 542 627 
142 130 1878 1501 

51 44 811 762 
175 160 2279 1927 

89 70 1119 985 
118 120 1374 1381 
114 89 1266 868 

67 62 858 890 

24 26 343 367 

72 49 900 801 

33 47 806 999 

2.378 2.209 31.056 29,589 
* 

97 110 946, 984 
131 116 1922 1983 
128 116 1881 1788 
110 135 1131 1161 

25 25 335 350 

38 33 611 565 
102 88 1181 1207 

20 15 20 170 

56 64 719 706 

89 80 943 905 

35 28 340 335 

44 44 564 0 

24 18 281 270 

ll 12 110 129 

10 8 71 72 

40 29 445 409 

_ 6 69 730 697 
1,024 990 12.430 12,271 
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Rew 1952 Rathcraviers Rocks the letevinen Wort’ 


GUARAN EES 
- ~ 150-MILE FV 
RECEP™'ON! 


Team in the County 


and wail You see the MAGIC PRICES ’ 
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OUT OF THE FRINGES—Hallicrafters Co., Chicago, makes a strong bid for sales 

in fringe areas with its 1952 campaign for its guaranteed 150-mile TV reception. 

Newspaper insertions following the message of this ad addressed to dealers are 

scheduled to begin appearing nationally Jan. 15. W. B. Doner & Co., Chicago, is 
the ogency 


Hallicrafters Claims 
150-Mile Reception 
for New TV Sets 


(Continued from Page 2) 
eral other TV makers are not in- 
cluding the excise tax in their 
list prices for 1952 models, leaving 
that part of the effort to 
dealers. Consequently, Hallicraft- 
ers’ list prices will range slightly 
higher than competitors’ prices, 
but this fact will be emphasized 
in its advertising 

Eventually, Hallicrafters ex- 
pects to tie in its television adver- 
tising with its recent promotion of 


s, 
Get 
¥ fr 
ra 's \) 
eeeee 


sales 


short wave radio sets. Ad Mana- 
ger J. S. Mahoney said that a test 
ampaign run last October and 
November in Boston, Chicago, 
Cleveland, Denver and Los An- 
geles, consisting of a series of one- 
half page newspaper insertions 
carrying copy with the theme, 


Guaranteed World-Wide Recep- 
tion,” had proved there is a defi- 
nite market for short wave radio. 


Combines Circulation of 
‘Hairdresser, ‘Culture’ 

Effective with its February is- 
sue, the circulation of Beauty Cul- 
ture, published by American Hair- 
dresser Publishing Co., Chicago, 
will be sold to advertisers in com- 
bination with American Hairdress- 
er, with the combined rates set at 
the current card rates of the latter 
publication. The format of Beauty 
Culture will be changed to corre- 
spond with that of American Hair- 
dresser 

John D. Murray, president of 
the company, has been given the 
additional duty of general man- 
ager and Marion T. Sheehan, for- 
merly eastern editor of American 
Hairdresser, has been named edi- 
tor. A new rate card for Barber's 
Journal, also published by the 
company, is expected to be issued 
vithin the next three weeks. 


Macy Joins Hauptman Co. 

Alexander W. Macy, formerly 
idvertising manager for Ollendorff 
Watch Co., New York, producer of 
Gotham watches, has been ap- 
pointed a merchandising consult- 
ant and account executive of H 
W. Hauptman Co., New York agen- 
cy 


WEST VIRGINIA 


Charleston is the MARKET- 
ING CENTER foran ELEVEN 
COUNTY trade zone effec- 
tively covered by its ONLY 
EVENING newspaper 

THE CHARLESTON DAILY MAIL 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal centers 


advertising 
— GET OUR CITY ZONE FOLDER — 


Color Won't Sell 
Where B&W Won't, 
Bernard Concedes 


WASHINGTON, Jan. 7—Reporting 
on the Washington Post's experi- 
ments with color advertising, Don- 
ald M. Bernard, advertising di- 
rector of the Post, said today that 
color won't sell a product that can- 
not be sold by black and white 

“But a product that can be sold 
by black and white can sometimes 
be sold three to five times as ef- 
fectively with color,” he told the 
Washington Forge of the American 
Public Relations Assn 

He described the process used by 
the Post to “convert” magazine 
color plates to newspaper page 
size and screen 

“By using this conversion pro- 
cess,” he explained, “national ad- 
vertisers who have strong dealer 
setups in the cities where color is 
available can tie local dealers to 
their national campaigns at low 


The 
the cost of four b&w en- 
gravings, he said 


cost.” cost of conversion is 


simply 


® He reported that the Post has 
used Craft Tint process to produce 
color plates at a cost only $75 more 
than black and white. He said a 
masking process using acetate 
overlays is “effective and cheap” 
but does not permit the mixing of 
inks 

On the basis of 58 pages of color 
run by the Post in 1951, he said 
total cost, including plates, runs 
about double the cost of black and 
white. He expressed doubt that 
these costs—which include a sub- 
stantial element of labor cost in 
the pressroom—will decline 


Ellsworth Named Ad Head 
Harry Ellsworth Jr., formerly a 
member of the advertising and 
promotion department of Campbell 
Soup Co., Camden, N. J., has been 


appointed promotion manager of 
Frank H. Fleer Corp., Philadel- 
phia, maker of Dubble-Bubble 
gum 


‘Life’ Promotes Bill Holman 

Life has promoted William W 
Holman, New York advertising 
manager, to eastern advertising 
manager. He is succeeded by Wal- 
lace C. Richardson, who has been 
moved up from assistant New York 
advertising manager 


DAYTONA BEACH 


FLORIDA 

Florida's Year “Round Resort Reached By 
DAYTONA BEACH NEWS-JOURNAL 

1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Yts Sum- 
mer seasons now rival its Winters in 


tourist popetectty, 

Over $59,000,000 effective buying in- 
income 

Over $60,200,000 retail sales. 

A quality market index of 139. 

1 total advertising 11,416,160 lines. 
SEND FOR OUR ADVERTISERS MERCHANDISING PLAB 
Represented ty V. J. Obeneuer Jr. te Jacheenvilie 
And Netionsily Represented By 


WARD-GRIFFITH CO. 
The Woard-Griffith Co. maintains offices 
in oll principe! advertising centers 


view ~ 


— GET OUR CITY ZONE FOLDER - 


The Heinn customers represented here are leaders because they 


win sales advantages with outstanding products, good mer- 


chandising practices and the best sales tools. Among the 


sales tools used by practically all leaders, in 
all industries, are Heinn Loose-Leaf Binders. This 
is a bit of knowledge that can add to 


your own profit. 


Look to Heinn for custom styling to meet your 


special needs and set your binders apart 
from all others. Add mechanical perfection, 


superb craftsmanship and unusual dura- 


bility .. 


. and you realize why Heinn offers 


the lowest operational cost per unit per year. 


Take a tip from the leaders and make Heinn 


your standard in loose-leaf binders. 


You'll 


be pleased with your binders . . . even 


more pleased with the sales results they bring! 


MAIL THIS COUPON TODAY 


THE HEINN COMPANY 
320 W. Florida St., Milwaukee 4, Wis. 


Information, please. 


0 Catalog Covers 
[] Proposal Covers 
[) Easel Presentations 


(0 Acetate Envelopes 
(10 Salesmen’s Binders 


S| eo 
og 5 5 


ADDRESS 


CITY. 


© Price and Parts Books 


[1 Sales and Instruction 
Manuals 

[} Plastic Tab Indexes 

[) Sales-Pacs 
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Radio Auction 
in Murfreesboro 
a Lively Affair 


Haynes Hardware Store 
Uses It to Attract 
and Hold Customers 


By Ro I. Ho~Man 


* 


Tester rt- 


Murreressono, Tenn, Jan 10 
Ar Monday evening here 
tune it WGNS at 7:30 ou 
hear a ittering auctioneer chant 
that i t you of a we 
kr iret. I l Ww I (Till 
ma Hi f the Haynes Hard 

ire sf ‘ ‘ ‘ 
hi live ! ith f ele 
tri ipplia ‘ ‘ ue en 
bucke f paint ' what have 
ou 

Pilln got } hunch f 
baurnstorn rad ile f i 
irticle he rea ; ta ( 
hardy ‘ leile he ! 
il muctio He ke t 
he it t he eu i 

Aet ! ‘ iui i { n 
t ed Ke rieorne but to 
) i © the Hayne Hardware 
tore tI juare ind to give 


Rutherford County pop 


the i Haynes complex. During 
e 30 nute broadcast, Tillman 
re iverage four iles with 


o 15 bids on each article knocked 


_ 


The articles offered are elec 
MK irdes percolator toaste! 
TT ctric clock 20 


piece dinner 


tep siaet 


f them have to be se ight ur 
l ty ucet fu ndder the 
re nat il brands that are easil 
fentified over the aut 

t 


1 


Whe iicast i 

th the fan ir auction ha 

prize worth about $1 offered 
») the person making the first 
bie 

Ordinarily when an auction 
or if commented Tillman 
Ah iverage person is reluctant 
@® be the first bidder. Since we 
Make that first bid profitable, 
th: re is a rush to get it in 

From then on the bidding 
liv An ectric trot for ex 
Arniple leseribed and it 
retail ; © give ro ike it mo 
easil flentified, it 1 vivertised 
in the Sunday and Monday paper 
just preceding the broadcast The 
bid ire phoned in and received 
»y Hayne i tant at the mike 
who serbbtle ea otfer on a pad 
and passe t on to Tillman vt 
iMmnounes tf over the aur with 

ame of bidder. The ext person 
rt f irse, must bid 

in { 

@ Whik ' i new { 
Fillman kee; he pro ‘ ve 

ith ’ WV ise ick wna 
plugins f related ite ' 
one tfe if ale ‘ ‘ 
vite t i { 
thre x tay ma t ve 

If arti t suctioned i 
‘ g boa ‘ ashe f 
t i cket of pa e relate 
te i ” 4 t 
tive inned beau i ‘ ‘ 


ELIZABETH 


NEW JERSEY 


Wealthy Mares 4 i 


ELIZABETH “DAILY JOURNAL 
THREE QUARTERS o 
County's $417,854,000 — ness } 
done in The ELIZABETH DAILY 
JOURNAL'S Trading Market. Ad 
vertise inthe ELIZABETH DAILY 
JOURNAT 
ASK FOR ADDITIONAL MARKET FACTS 


WARD-GRIFFITH CO. 
The Ward-Gritfith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


$10,505,000 annual retail sales volume. 


“ x 
2 

juying power. The auction has be- 

come one of the most popular fea- 

tures over WGNS. Hundreds of 

eople listen in whether they 


or not, because everybody 1s curi- 


freesboro and 


countryside, the 


tween local residents i 


8 “One reason the auction is pop- 


liar said Tillman that every- 
body loves to hear his or her name 
called out, which is always done 
in announcing the amount bid 
One of the pay-offs is that each 
of the four or five successful bid- 
ders has to come to the store to 
pick up the bid-in article lar 


of them are first-time customers 
and a nice percentage of them be- 
come permanent customers. All of 
them are added to our monthly 
mailing list and followed up. A 
other pay-off is that many non- 


bidding listener vho hear the 
store iterns plugged between bid 
come in to investigate. There is 
frequently a noticeable pickup in 


WFIL-HITS THE TOUGH CUSTOMERS 


Takes a bit of doing to pep up sales in Salem 

. an average town of 9,000 citizens. Major 
interests: glass making, tomato growing, food 
.and the annual muskrat-skinning 
contest. But there’s more than one way to skin 


to get your share of Salem's 


way tO get your message across every day in 
Salem is by radio. And in Salem County WFIL 
75 per cent regular listener- 


ship. You cash in when you schedule WFIL. 


on 3,000 boards 


also in point of sale material 


Advertising Age, January 14, 


SPUDS IN THE SPOTLIGHT—Morton Salt honors the lowly spud in its advertising 
compoign for the first quarter of 1952. This four-color outdoor poster will go up 
Potatoes will be featured in magazine and newspaper ads and 
Needhom, Lovis & Brobry, Chicago, is the agency 


» the following day.” iron, while a third one bid the 
store price. Tillman made it square 
@ Although no successful bidder with them by letting them 
is allowed to pay above store price have an iron at store price. Among 
article, the bidding occa- the hundreds who phone in offers 
sionally becomes so exciting it runs are a few habitual] bidders who 


it. One night a couple of bid every week. 


eager bidders offered $9 for a $5.95 Haynes says it is a form of ad- 


Best 


There’s a Way to Sell "Em in SALEM 


hnishing at Gayner Glass Works 


...IN THE 14-COUNTY MARKET 


If you have sales problems in Salem...or any 
part of Philadelphia’s 14-County Retail Trade 
Area . . . take the sure way to be heard every 
day. Remember, WFIL is listened to regular- 
ly by more than two-thirds of America’s 3rd 
Market. Remember, it’s the only Philadelphia 
station to show both day and night audience 
gains in BMB’s latest survey. And WFIL takes 
your story much further than the 14 counties, 
into a total coverage area representing $9 billion 


in buying power. Schedule WFIL. 


sunita 


A hand-biown carboy 15 ready for 
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Woy ! rder to enliven the bidding 1 

; sccepted above the store’S ns o> } 

C3 it ease on the possibility o* pay- In a small town area like Mur- a8 : 
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KMS : consciou If for example a 
ss = a. yoman bids in an electric clock } 
aie! ‘ for $4 that cost is $7 to stock 
_ abs 
the « he is going t rag about her bar- 
wt Hed ’ gain to all her neighbors and bring ifs 
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Advertising Age. January 
vertising in which he can check 
the results more or less accurately 
The lively bidding response itself 
is a good barometer of the pro- 
gram’s listening popularity. He can 
check on it further by the number 
of people who come in on the fol- 
lowing days and inquire for a 
look at the articles they heard de- 
scribed on the auction 


@ The Haynes store is a father- 
and-son partnership operated by 
W. T. Haynes Sr. and his son Till- 
man. It has been in operation for 
30 years and for 27 years has oc- 
cupied its present prominent loca- 
tion on the square 

The appliance and housewares 
store itself, which adjoins and 
opens into the hardware store, has 
attractive, well-ordered product 
displays wo greet every radio lis- 
tener who comes in the first time 
This, Mr. Haynes thinks, is an 
important clincher to hold the in- 
terest of new customers 

While the auction is one of the 
most popular channels of promo- 
tion it is not the only method used 


the Haynes 
threshold. The store runs 400 col- 


to woo buyers over 
umn inches a month in the local 
papers. A local movie house car- 
ries a screen message from Haynes 
every two weeks. A large mailing 


list gets a circular each month 
carrying illustrations of the arti- 
cles available. 

And whenever another family 


moves to Murfreesboro or Ruther- 
ford County, it gets a personal let- 
ter of welcome to the community 
from the Haynes and their invita- 
tion to come around and get ac- 
quainted 


Barry Joins Conover-Mast 
John E. Barry, formerly with 

Ideal Publishing Corp., New York, 

has joined the New York adver- 


tising sales staff of Pur jhasing 
Directory, a Conover-Mast publi- 
cation 


W. D. Byron Names Emery 

W. D. Byron & Sons, Williams- 
port, Md., leather tanner, has ap- 
pointed Emery Advertising Corp., 
Baltimore, its sales promotion and 
advertising counsel 


N. W. Ayer & Son Adds Two 

Gertrude Van Hooydonck, for- 
merly a copywriter for J. M. 
Mathes Inc., New York, has been 
appointed to the copy department 
of N. W. Aver & Son, Philadelphia 
Mrs. Josephine Newton Hooven, 
formerly with MacMillan Co., New 
York, book publisher, has joined 
the agency's educational depart- 
ment as a copywriter 


Bennett to Eppens, Smith 

James G. Bennett, formerly an 
account executive of St. Georges 
& Keyes, New York agency, has 
been appointed director of mar- 
keting for Eppens, Smith Co., New 
York. He will direct the merchan- 
dising, advertising, marketing and 
sales of Holland House coffee and 
tea. 


Reed Gets Promotion 


Robert Reed, formerly at- 
tached to the advertising sales 
staff of Aviation Age in the Chi- 
cago area, has been named west- 
ern manager of the publication. 
Mr. Reed's headquarters will con- 
tinue to be the Conover-Mast of- 
fice in Chicago 


6! 


Average Architectural Concern Will Design 
$3,230,000 Worth of Construction in 1952 


New York, Jan. 8—The aver- 
age architectural company in the 
U. S. expects to complete designs 
for $3,230,000 worth of construc- 
tion in 1952 and expects $2,900,000 
worth of work to reach construc- 
tion, according to results of Pro- 
gressive Architecture’s second an- 
nual survey of architectural organ- 
izations 

The survey, based on informa- 
tion from 996 representative archi- 
tectural concerns throughout the 
U. S., points out that much of the 
work already on the drawing 
boards, which will be ready for the 
letting of contracts in 1952, must 
await the green light from one or 
more of the 15 government agen- 
cies which influence today's con- 
struction volume 


This, it is stated, will tend to in- 
crease the backlog of building 
plans—-completed by architectural 


companies and temporarily shelv- 
ed—which accumulated in 1951 


adelphia 


on 


Glass manutacturing 1s the major 
ndustry in Salem. She's employed 
by a Gayner Glass Works executive 


SOL WEINSTEIN, Wholesale Furrier 


annual business totals $2,455,000, 
Salen 1s famed for muskrat peles. 


He's one of 10 wholesalers whose 


frequency 


When is 5,000 watts more than 5,000 watts? 
When it's first on the dial! Operating at 560 
kilocycles, WFIL’s 5,000 watts provide coverage 
t eau to twenty times the power at double the 


JOHN M. WELDON, Auro Mechanic 

~This WFIL fan manages Nichols 
Buick service. Six Salem dealers sell 
cars worth nearly $1,000,000 a year 


100,000 watts at 1120 kilocycles 


L 


County 


farmers 


...and All of America’s 3° Market 


ai @ 


DANIEL P. GITHENS, Farmer — Salem 


spend twice 


$8,817) the national retail average 
per farm, He regularly cunes WFIL. 


The Philadelphia 
Inquirer Station 


that the vol- 


29% of 


study shows 
practice of 


The 
ume of 


surveyed concerns will increase 
66% over 1951; 25% of the com- 
panies will continue to do ap- 


amount of 
ex- 
with 


proximately the same 
business as last year, and 46% 
pect a decrease in practice, 
an average drop of 50% 

Regional differences are also ap 
parent in the rise and fall of archi- 
tectural activity. The average vol 
ume of business, it is pointed out, 
will increase in three regions—-the 
Northwest, the Southwest and in 
the Rocky Mountains 

In- every other area, 
tural companies as a whole expect 
a loss of work compared with last 
year, with the Southeast, Texius 
and the Upper Midwest suffering 
most. The survey states that even 
in the case of the three last named 
regions, total anticipated practice 
will hold up fairly close to that of 
last year 


architec- 


8 Compared with nationwide 
tivity, twice as many concerns in 
these areas expect a loss of prac- 
tice, yet staggering commissions 
in a small number of offices will 
help maintain a high level of archi- 


tectural activity, Progressive 
Architecture points out. 
Other results from the surV@y 


show that architectural companies 
anticipate a considerable shift tn 
the emphasis of their activity ®y 
building types. Industrial building 
design, for example, occupied sith 
place among seven general build- 
ing types in 1951 

In 1952, industrial building de- 
sign is the second most importg@nt 
type on architectural drawifg 
boards and is pressing housing de- 
sign—the traditional leading fi@ld 


of practice—for first place. It His 
already overtaken education! 
building design, long the seco d 


biggest field of architectural prae- 
tice, the study discloses 


Oregon Adclub Elects 

Howard D. MacAlliister of Armi- 
shaw’'s Shoes, Portland, Ore., Has 
been elected president of the Ofe- 
gon Advertising Club. Other offi- 


cers elected are Carroll K 
O'Rourke, Mae Wilkins, Cole’ & 
Weber, Portland, Ist vp; Jaek 
Flaucher of Multnomah Falls 


lodge, 2nd v.p., and Milton E. Ball, 
Abbott, Kerns & Bell, secre 
treasurer. Claude F,. Palmer, head 
of Photo Art Commercial Studios, 
retiring president, becomes chair- 
man of the board. 


Neagle Promoted to Ad Head 

Charles Wellington Neagle, as- 
sistant advertising manager, has 
been promoted to national adver- 
tising manager of the Observer, 
Charlotte, N. C. He succeeds H. A 
Rouser, who has retired after 2: 
years with the newspaper. Thomas 
J. Fox of the newspaper's adver- 
tising staff has been promoted to 
succeed Mr. Neagle 


Two Appoint Wyckoff Agency 


Zweegman School for Medical 
Secretaries, San Francisco, and 
Grace Ball Secretarial College 
San Francisco, have appointed 


Wyckoff Advertising, San Francis- 
co, to handle advertising and pub- 
lic relations. Media will include 
national magazines and direct 
mail 


HAVERHILL 
MASSACHUSETTS 


A Trading Zone Population Of 
104.479 Reached Thru The 
HAVERHILL GAZETTE 
The $59,827,000 effective buying in 
come of Haverhill affords a lucra- 
tive potential for your advertising. 
REQUEST MORE FACTS—ADVERTISE IN HAVERILL 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER - 
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4 pieces for the ill, servantless 

More Furniture 
Early American and French pro- 
vincial also were much in evidence, 


. . 
vertising S with many blendings of traditional 


and modern. The contemporary 


Have you considered 
what a real IDEA Vi AN styles however acount - shout 
Seen for 1952 *. een ee ee 


might do for your agency? | Frank 'S Whiting. vp. of. the 


(Continued from Page 1) American Furniture Mart, pointed 

) ind buyers are in a different frame out that only one out of seven 

This man ha reated can tional advertisers: automobiles of mind at this market. Despite furniture manufacturers are doing 

paigns that not only helped beers, cigarettes, cleaners, cos- the large scare-buying last winter, war work. Mr. Whiting added that 

louble and triple ale for metics, drug products, fashion inventories are not too high andj) the peak defense effort will prob- 

mall advertisers, but for mul floor coverings, foods, home buying was reported to be steady’ ably be reached by this summer 
ti-mullion-dollar penders a equipment, household  prod- and selective 

vel ucts hotels, medicine per | An estimated 20% of the annual @ Leaders in the home appliance 

As o new busine iden mas furne pipe tobaccos, publica- placement of orders for home goods field also played down any talk 

he originated 10 out of 11 can tion oap toiletries travel will be made at the vinter mar- about shortages Appliance pro- 

paigns used by one agen in wines and whiskies ket and models will reach retail duction is expected to be reduced 

the snscenefal enlicitetion of In the position he is seek tores in 60 to 90 da from 20% to 25% in 1952, but 

more than $6,000,000 worth of ing, the right opportunity and executives refused to be alarmed 

new accounts in a single year right associates outweigh fi ® The market is undoubtedly the William Balderston, Philco Corp 

o His ideas, his copy and hi nancial considerations. Box 12 most style-conscious in history. president, reported 1951 sales of 

opy direction have been uti Advertising Age. 801 Second Even prices took second billing to $310,000,000 and said the coming 

lized by nearly a hundred na Avenue, New York 17, N. Y¥ the enthusiasm and comment over year could prove to be Philco’s 

the new fashions, which more than greatest, “barring unforeseen com- 


ever ran to modertr functional plications in the international siti 
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In the backlands of Etawah District, 200 miles 


R | h M Gi I] R from New Delhi, Ralph McGill, editor of The 
a p Cc I eports Atlanta Constitution, met the people of India— 
that turbulent country newly born 


on India ...to an audience as a nation, yet so terribly old. 


McGill was in India as part of 
h the State Department's “exchange of persons” 
You Ca n S a re plan, repaying the visit of Amar Singh to Car- 
roll County, Georgia, a few months earlier. 
Today, just back at his desk, Ralph MeGill 
talks with equal understanding of Marietta and 
Moradabad, the Chattahoochee and the Ganges 
His daily columns have made news of myster- 
ious India a bit less strange to people of Georgia 
His reflective writing, interpreting what he has 
seen and the people he has met, will be a feature 
of the expanded Sunday Journal-Constitution 
Magazine--part of the ever-widening scope of 
Georgians favorite Magazine. 
Your sales message will find the same wel- 


come with this same important audience. 


“Journal and CONSTLULION scx 


Advertising Age, January 14, 1952 


ation 

James J. Nance, president of 
Hotpoint Inc., and Charles W. The- 
leen, sales manager of General 
Electric Co., both agreed that de- 
fense production will not present 
any serious problems for appliance 
makers (see story on Page 3) 


@ New models were exhibited by 
the appliance companies in more 
than a score of lines, ranging from 
dish washers to TV sets. Halli- 
crafters Co., Chicago, announced 
production of a TV set with a 150- 
mile reception (see story on Page 
2) 

In the furniture field, a few big 
manufacturers will continue to 
provide the bulk of advertising 
Leading the way is Kroehler Mfg 
Co., Naperville, I!l.. world’s lar- 


add new life e 
{. te your home life ‘ ; 
te) pS) us 


EXPANSION—Kroehler Mfg. Co. will run 
color pages like this in 1952. It has 
boosted its ad budget 95% 


gest furniture advertiser. Kroehler 
announced a whopping 95% in- 
crease in its 1952 ad budget 

Heywood-Wakefield Co.. Gard- 
ner, Mass., is planning a one-third 
boost in advertising, and othe: 
major companies said they would 
either maintain or increase present 
promotional levels. Herman Mille: 
Co., New York, one of the first to 
popularize modern styles, said it 
advertising will be increased sub- 
stantially, particularly in con- 
sumer publications. 

Three Chicago manufacturers 
also announcing heavy advertising 
boosts were Stratford Furniture 


| Corp., Futorian Mfg. Co. and Tonk 
| Mfg Co. Tonk said its ad budget 
will be doubled in 1952, the pro- 


motion beginning this spring with 
ads in House Beautiful and House 
& Garden. Stratford will add Better 
Design, the first trade paper it has 
used, and continue on giveaway 
programs such as “Stop the Mu- 
sic.” Futorian will use larger ads 
and possibly color 


® Advertising managers complain- 
ed generally about high rates, par- 
ticularly for TV time. Many point- 
ed out that although advertising 
budgets will be up, this does not 
mean they are taking more space 

Carl J. Deuser, director of mer- 
chandising for National Retail 
Furniture Assn., said the retailer 
will have to plan more effective 
advertising because of higher 
postal and newspaper ad rates 
Armstrong Cork Co., Lancaster, 
Pa., floor covering manufacturer, 
complained about high TV rates 
and said it is dropping Collier's, 
Time and Newsweek. 

Armstrong representatives em- 
phasized that their advertising 
budget is not being decreased, ex- 
plaining that higher ad costs were 
responsible for the cancelation of 
the three magazines. They said 
‘Armstrong's Circle Theater” will 
continue on NBC-TV and added 
that they would like more TV 
shows, except that favorable hours 
are not available without very 
high rates 


@ The importance of a well-de- 
veloped selling program was em- 
phasized by many executives. Mer- 
rill A. Watson, president of the 
Carpet Institute, said great progress 
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Advertising Age, January 


HISTORIC SET—This 3” television set 
was delivered last week by Brinks armored cor guards to model Marjorie Adams at 
GE's furniture show display of TV sets at the Merchandise Mart. 


mode 25 years ago by General Electric, 


has been made in new styles and 
fabrics but there “will be a need 
for strong promotional and selling 
activities throughout the vear" to 
open up new markets 

Others stressing an 
merchandising campaign 
Francis I. Monohan, v.p. of sales, 
Mohawk Carpet Mills Inc.; Robert 
Johnson, Merchandise Mart pub- 
licity head, and Harry L. Shuey, 
president of Morganton Furniture 
Co. 


aggressive 
were 


TV ‘HELPS FURNITURE’ 
BY WEARING IT OUT 

Cuicaco, Jan. 8—Don Rowe, 
president of the Rowe Furniture 
Co., Salem, Va., expects the home 
furnishings business to be 5% to 
10% better this year and he credits 
TV with a vital assist 

Speaking at the winter furniture 
market here, Mr. Rowe said tele- 
vision has been a great boon to 
the furniture industry because 
families are spending more time 
in the living room and becoming 


more conscious of chairs, tables 
and other pieces 
“Also,” he added, “they are 


wearing out their furniture more 
quickly.” 


TV SET PRODUCTION 
HEADED UP: MARX 

Cuicaco, Jan. 8—Production of 
TV sets in 1952 will equal or better 
the 4,500,000 output of 1951. 

Ernest A. Marx, general man- 
ager, Allen B. DuMont Labora- 
tories, East Paterson, N. J., made 
that prediction today at a press 
conference at the winter home 
furnishings market here. He said 
TV manufacturers will expand on 
all fronts, despite defense require- 
ments. 

Mr. Marx said 1952 may well be 
the start of a replacement market 
for worn-out parts in sets. He also 
reported the birth of the home 
with two TV sets. Many families, 
he said, are taking their small- 
tube sets and putting them in 
nurseries 


MUST TEACH CONSUMERS 
TO SPEND MORE MONEY 

Cuicaco, Jan. 8—Speakers at the 
winter furniture market here em- 
phasized this week that consumers 
have the money to spend but they 
have to be shown where to spend 
it 

Charles Wright, business econo- 
mist for the Federal] Reserve Bank, 
told a panel discussion that in 1951 
retail stores got only 65% of con- 
sumer expenditures, compared to 
70% in the three previous years 

He urged the home furnishings 
industry to stimulate buying be- 
cause it is important for the econ- 
omy to get people to spend more 
on durables and less on such items 
as liquor, entertainment and other 
luxuries 


NAM Names Magazine ‘U.S.A.’ 


The National Assn. of Manufac- 
turers’ new monthly magazine to 
make its bow Feb. 26 will be called 
U.S.A. instead of World Today as 
announced earlier (AA, Dec. 24). 


The magazine will be pocket-size 
and will carry no advertising 
Printed by R. R. Donnelley & Sons 
Co., Chicago, U.S.A. will have an 
initial print order of 100,000 cop- 
ies. 


TYPICALLY 


S SOUTH BEND, 
IND. 


Sa 7 i Au? ae 


63 


“AMERICA” 


Few markets anywhere are so perfectly typical as “Test 
Town, U.S.A."—in population characteristics, income levels, 
and industrial-agricultural structure. The U.S, Government 
chooses South Bend for important tests and studies. So do 
private research organizations. They have found tests here 
are reliable. And this great market of '>-million people is 
saturated by only one newspaper, Get all the facts. Write 
for free, new market data book entitled “Test Town, U.S.A.” 


All 
Business 
Is 

Local 


STORY, BROOKS & FINLEY, INC. © NATIONAL REPRESENTATIVES 


A tr 


HO’s lowa 


the piano. 


Carefully integrated commercials are only half the story for 


y PoP ’ 
luncheon women's program from 
1:30 to 2:00 P.M., Monday thru 
Friday, and 11:00 to 11:30 A.M. 
on Saturday, with charming Betty 
Brady chatting about fo 
fashion .. . Duane Eliett assisting 
with songs, with Bill Austin of 


Every day on average of 50 
women drive in from all parts of 


(noon to 


outstanding women's 


feature Fare 


lowa, and pay $1.25 to lunch with 
Betty 8 P.M.). 
This live audience is limited only 
by our hotel's facilities — tickets 
are reserved months in advance. 


Read the rest of the story below. 
WHO's lowa Feature Fare is an 


program, 
with an enormous home audience, 


and backed by a fi 
chandising plan. 


participating sponsors on WHO's lowa Feature Fare! Outstanding 
merchandising and sales promotion service at hundreds of lowa’s 
retail grocery stores is the other half. Here's a brief outline of 


this amazing “bonus”: 


le lowa Feature Fare is backed by a merchandising staff of 
five specially trained women who regularly call on 700 major 
grocery stores in 76 of lowa's 99 counties! Each staff member 
averages six calls per day, and in each store she checks to see 
if all “Feature Foods” products are stocked and are well dis- 
played. She also improves shelf position and exposure of all 
“Feature” products, corrects prices when necessary, induces 
store to quote multiple prices and places point-of-sale advertising 
in store. She also talks to owner or manager about “Feature 
Foods” products and signs carefully selected and qualified 
stores as “Headquarter Stores.” 
2. Every three weeks a detailed report covering the staff's 
visits to 225 independent and 45 chain stores is submitted to 
each lowa Feature Fare advertiser! 
3. Finally, lowa Feature Foods stages live, “Recipe Round-Up” 
Store promotions in a pre-selected chain or independent super 
market, once a week! These local store promotions are heavily 
plugged over Iowa Feature Fare for the two preceding days, 
and draw an average of 300 women in a 2 to 4-hour period! 
To you who believe in merchandising and sales promotion, lowa 
Feature Fare is your dish. Write direct or ask Free & Peters! 


4 


+ for lowa PLUS + 


FREE & PETERS, INC. 


National Representatives 


COOPERATIVE WOMEN’S SHOW DOES 
EFFECTIVE MERCHANDISING, SELLING JOB! 


et rats 


; 


Products, packaging, rate of sale, and com 
petitive activity — all are discussed with store 
owner for report to advertiser Most stores 
run newspaper eds like thet below 
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He heard from the 
TOP BRASS, themselves! 


This fellow wanted a job at a salary well up in 
the five-figure brackets, and he didn’t want to 
cool his heels in reception rooms looking for it 
classified ad 


So he ran a in ADVERTISING 
AGE's “Advertising Market Place.” 
Results? He says: “I can't recommend 


ADVERTISING AGE too highly for the splen- 
did response. I got over a dozen inquiries and 
with one exception they all came from either 
the presidents or the executive vice-presidents 


to the top men first!” 

To reach the men who make the 
your story in ADVERTISING 
columns the “Advertising 

Rates are low, results are tops! 


He's right 
decisions, tell 
AGE’s classified 


Market Place.” 


Information for Advertisers 


out 
Bo 4222 Shoe Sales in lowa uram fills that need.” The com- 
. Wallaces’ Farmer & lowa Home- petition 1 open to everyone ac- 
@rad offers its latest “lowa Shoe tively engaged in advertising or 
De iler Survey covering number marketing to the technical, trade 
@ brands of shoes carried in stock; | or industrial fields. Membership in 
approximate price range factors NIAA i not a requirement for 
Wlluencing ales; media prefer- eligibility. Agencies as well as ad- 
@ees of consumer: ete vertisers may compete 
Ne 4296 Beauty Products over No 4229 Magazine Readership 
the Long Swing lmong Top Government Ex- 
; While some products, like hair- ecutives 
Bs have taken a beating, others Which magazines do they read 
¢ heme permanents, have shown most and like best in the national 
teady wrowth over the last de- capital’ The answers are given 
de In “Eleven Years with the in “A Magazine Survey Among 
voett Beauty Reader Forum,” Government Officials Washing- 
veett Publications gives the ton, D.C prepared by Interna- 
len; range picture on 55 classifi- tional Public Opinion Research 
ions of toilet preparations, from In« and offered by Time. The 
* perspirant to wave set sample queried covered top offi- 
Weparations. Detailed figures are cials in the executive, legislative, 
P » for 1941-1951. inclusive, by and judicial branches 
Band, type, and place of purchase 
; No. 4230. New Men's Magazine in 
Nw 4227. Wisconsin Farm Values Canada Announced 
‘ A New and Original Publishing 
VW isconaim Juriculturist and Idea” is the title of a prospectus 
Pa r iffer 1 detailed new offered by Hugh C. MacLean Pub- 
tu Per Farm and Per Acre lications, Toronto. The new pub- 
Ave e Value of Farm Lands and lication, Leisure, will be a month- 
Bu giving county-by-. ly with the first issue dated March 
unt nparisons for 1945 Editorially it will be keyed to the 
inst 1950. in dollars and per- able-to-spend segment of the Ca- 
ortiage In general ill values nadian market 
re up o0 but there are inter 
esting high spots and low spots No. 4231. Where New York's 14,- 
000,000,000 Refail Dollars Go 
N 4228 $1,000 Award for Best ‘Retail Sales by Merchandise 
ld Plans Lines in the New York Market’ 
The Industrial Pres offer a is a detailed study of all hard and 
t hure An Invitation to Com- soft lines, prepared by the New 
ele i 2 for the Industrial York Times. It gives the answer to 
Ire AW { his award is pre- many New York marketing ques- 
ented by the Industrial Press in’ tion hitherto unanswered, pro- 
operation with the National In- viding data on number and kind 
justrial Advertising Assn. and is of outlets carrying each com- 
ven to “the advertising man who modity; dollar sales of each com-/| 
dene the est ib of proving to modity by type of store; percent- 
} magement the need for 1 age of total sales made through 
pecific advertisi program, and each retail channel, etc. Required 
sing how his propesed pro- reading on the New York market 
NOTE tnquiries for the items listed above will not be serviced beyond Feb. 05 


USE. COUPON TO OBTAIN INFORMA‘ION 


‘ 

| Readers Service Dept., Apvertistnc Act 
| 200 E. Illinois St., Chicago 11, Ill 

ease send me the following (insert number of each item wanted 
please print or type) 


TITLE ° 


ADORESS , : 
| city & ZONE ..... STATE .. 


cee ces ce re ce ce ee SS SS SS 


90¢ 
{maximum—two) 


Rates 
lines 
Per line 
Preceding publication date 
column inch. Regular card discounts, 


THE ADVERTISING MARKET PLACE 


per line, minimum charge $3 60 
30 letters and spaces per line, upper & lower case 40 
Add two lines for box number. Deadline Wednesday noon 12 days 
Display classified takes card rate of $12.00 per 
size and frequency, 


Cash with order. Figure all cap 


apply on display. 


indicating that ADVERTISING AGE is routed tf 


HELP WANTED 
COPY CHIEF POSITION OFEN FORK 
EXPERIENCED MAN OK WOMAN 


t and t ware 
the Middle 
‘ © ’ f 
a top spot read f 
man pr th lepaurt 
We need an experienced man or womar 
who can produce hard hitting newspape 
promot opy. ¥ yw be the as 
sistant copy chief s+ recognized ad 
ertising agen the assistant or editor 
4s daily ewspaper s professor of jour 
slisn wa advertising manager The 
erson that gets this positior ust write 
tactua but with a flair 
Experience and copy know-how re ab 
olute essentials. No one with less than 
five ears experience will be considered 
Ma , yan with solid new back 
round will be give erence 
an under 40, college ste or 
ential but preferred 
Salar will be commensurate with your 
ability to produce and swccordance with 
sur experience 
Free life and hospitalization insurance 
iberal pension plan and other company 
benefits. You must have the experience 
ind ability to work with top manage 
ment on planning and executing cam 
| paigns 
| In writing, include age, marital status, ex 
perience, salary requirement and recent 
picture. Be sure to include samples of 
your work. Write to Bert Stolpe, Promo 
tion Manager, Des Moines Register and 
Tribune, Des Moines, lowa 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St Ha 7-2063 Chicago 
Advertising agency, N. ¥. € small) de 
sires working arrangement with art stu 
dio. Must be capable f handling all 
phases of trade and consumer ads fron 
conception to finish Record company 
experience valuable At present work 
from your own office Must eventually 


share space 
Box 4205, ADVERTISING AGE 


801 Second Ave New York 17,N Y¥ 
Ag NG SPACE SALESMAN 
If vou're an ambitious oung man who 
can sell ad space if you can dig up your 
own market data frame your own sales 


your accounts 


ip regularly 


arguments keep track of 
yourself and follow them 


if you can write good letter and meet 
people well the 1 good opening for 
you on a small but progressive trade 


magazine serving a fast-growing food pro 


line » has increas 


cessing industry. Our “ 
ed 150 since 1945. We have a good list 
of really good prospects) The man who 
can sell them is sure to make a good 
showing and his earnings will grow a¢ 
cordingly on a salary-commission deal. If 
you think you're that man, tell us about 
yourself. The job's in Chicago. It’s open 
now 
Box 4206, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
ASSISTANT COPY CHIEF 
Man wanted; must have years of agency 
copywriting experience in both trade and 
national advertising be strong i is 
slizations development of campaign 
themes and presentations; be thorough 
ind facile writer who can inspire better 
copy by being able to write it . 
Must have leadership qual 
meet with clients and 
bility, To such a man 
vear agency has 
4 starting salary $10,000 
idvancement as as abilities are 
proved. If vou want to work with a group 
of men who are “growth minded” and are 
earnest serious workers and not the 
cocktail” conference type make yourself 
and your qualifications known to us by 
writing Box 4208, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
ASSISTANT EDITOR. Chicago publisher 
wants yvoung man with electrical back 
ground and proven ability as news writer 
snd reporter to train for managing editor 
ship of established business publication 
Give complete information ss to age 
experience, earnings, etc 
Box 4167, ADVERTISING AGE 
200 FE. Illinois St, Chicago 11, Ill 
ADVERTISING MANAGER 
Washington D. C. Publisher of Monthly 
and Weekly Trade Publications in a well 
established and top market wants an 
Advertising Manager with ability and a 
strong irge to perforn State age, ex 
perience, salary required and when av 
silable Rephes confidential 
Box 4215, ADVERTISING AGE 
200 E. Illinois St, Chicago 11, Il 


BEER EXPERIENCE 
Immediately needed by newly formed ag 
Pacific Northwest - one 

exper ienced in the 
dising of beer. Sa 
ent future based 
Give all pertinent 


account 
advertising 
ary open 
solely on 
informa- 


eney in 
execulive 
& merchs 
with exce 
performance 
tion, 

Box 4207, ADVERTISING AGE, 

200 E. Ulinois St.. Chicago 11, lil 
— FRED J. MASTERSON 

ADVERTISING & PUBLISHING 

PERSONNEL 
All types of positions for men and women 
185 N. Wabash FR 2-0115 Chicago 
ADVERTISING MANAGER 


An association magazine with approxi- 
ntately 46,000 monthly circulation is look 
ng for an advertising manager to handle 
space sales and magazine promotion. Man 
should be under 40, personable, college 
eraduate, with management point of view, 
willing to locate in Dayton, Ohio, and 


with previous space sales and direct mail 
experience. Must conduct intelligent, pull 
ng campaign on national scale. Minimum 
avel required. Starting salary up to 
depending upon man, with wide 
open future. Write manager of Public Re- 
lations, The National Association of Fore- 
man, 321 West First Street, Dayton 2, Ohio 


of ou 


POSITIONS WANTED 


getter 


SPACE SALESMAN available Go 
for new busines College Graduate 
Know in Chicago area 
Hox 4197 ADVERTISING AGF 
200 EF. Illinois St., Chicago 11, I 


CREATIVE COPYWRITER AVAILABLE 
Five years top-flight sales promot 
major 
unusually successful 
exceptional refer- 
Write to Box 4209 
200 E. tll St 


sy ertising com 
pe PROOF 
—— seen 
e ucago 
ADVERTISING 
Chicago 11, Ill 
ADVERTISING MANAGER wants 
with manufacturer. Has heavy 
perience in planning and exec 
sdvertising campaigns 
entations and brochures 
media 
gz closely with sales force 
advertising ideas from field 
rather than ivory dreaming 
Enthusiastic optimistic working 
$10,000 
Box 4210, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y 
WARNING —— MAN Is ARMED 
Armed with ability, qualifications and 
experience u arket research public 
»pinior und employee attitude fields 
Background in market research, public re 
and advertising. Three and one 
years experience. Seeks associatior 
ad agency, market research firm or 
t or manufacturing firm doing 
research. Resume request 
Let's talk 
ADVERTISING 
ois St., Chicago 


experience 
of 
and 
only 
Age, 


inois 


posi 
ex 
trade 
pres 
produc 
in 


thor 
iting 
sales letters 
selectior ‘ves 
come 
tower 

hard 


ations 
half 
with 


references 
Box 4191, 
200 E. Ulir 


AGE 
11, 1 


LAYOUT & ART 
SUPERVISOR 
National Whelesale & etal Ge. 


qumeenee has liate if 
8 jrt Wor IT nh t jrapny | 
Troroush Knowledge fa hase 
required; at e 
n K jea i 
Opportunity for Advancement 
iT i 1 


a> oft rity r =f 
i yé ‘ pians ie € 
aon . Please . 
Box A 
E 


TWO MAN CREATIVE TEAM 
When you need creative 
ability most! 


For special assignments in space, 
radio, TV copy saies promotion 
new business plans and presenta- 


tions. Combined talents 30 
successful 4A ad experience in 4 
hard 


age goods lines and se 
Per job basis, or retainer fee 
cal standard prices 
1 pg. national ad $125 
1 pg. trade ad q 


2 fold mailing piece 
1 minute radio spots 


1 minute TV scripts 
Advertising Planning Service 
29 E. tith St Y N. ¥ 


ALgonquin 5-! 5494 


Advertising 


ind feels | 


Age, January 14, 


POSITIONS WANTED 


Titheogr 


m- college 
ucer. New 
experience 


hic ~=Display Sales 
Creative, sales 
A 10 years selling 
31 years. married, references 
Box 4211, ADV ERTISING _— 
Second Ave jew York 17 
OPPORTL Nir WANTE D> 
Have Mdse. exper. Sales Promotion Know- 
How! Service, Selling & Contact Exper 
35 Yrs. Old. Easy to get along with Ad man 
Box 4212, ADVERTISING AGE 
200 E Illinois St, Chicago 11, lili 
Female copywriter witheut temperament 
Six experier in retail, agency, 
advertising. Radio, newspa 
magazine, direct mail Single, 27 
college graduate. Chicago area 
Box 4216, ADVERTISING 
200 E. lilinois St., Chicago 
WOMAN EDITOR 
Five years trade magazine experience in 
cludes writing, editing, photography, pro- 
duction W years old, single, excellent 
health, can travel. Background in con- 
vention coverage, giving talks and mak- 
ing presentations. New York City 
Box 4217, ADVERTISING 
801 Second Ave., New York 
SALES PROMOTION 
Retail or Manufacturing 


pre 


gradu. 
York a 


601 Y 


years we 


itacturer 


pe 


AGE 
11, Lil 


only 


Contact & Creative Experience 
Advertising - Publicity - Display - Travel 
C. D. Adams-Box 22-New Canaan, Conn 

REPRESENTATIVE AVAILABLE 
Experienced Publishers e 
Well acquainted with Agencies & c- 
counts covering Chicago & Midwest, can 


| handle another high grade Industrial Pub- 


lication 
Box 4214, ADVERTISING 
200 E. Illinois St., 


AGE 
Chicago 11, IL. 


WANTED: 
TIRED COPY WRITER 


You are tired of compromising. 
You want to write as you know 
you can write in an agency 
where copy is important. An 
agency that can recognize a good 
idea when you have one. 
You are tired of insecurity. You 
want to belong to an organiza- 
tion that does not depend on 
any one person or account for 
its survival. 
You are tired of the “minors.” 
You want to work in a major 
league agency on accounts you 
don't have to explain to friends 
outside the business. 
* The job is in Chicago in an 
agency whose work and 
name you respect. The sal- 


ary? As good as the man we 
are locking for, and he’s 
plenty good, a born writer 


Is it you? 
Box 15, Advertising Age, 200 E. 
Illinois St., Chicago 11, Ill. 


GETTING THE MOST FROM 
TELEVISION DOLLAR? 


IV writer, producer with 


YOouR 


knack of 


Successiu 


wearing top notch program ideas to potent ad- 
vertising and merchandising campaigns avail- 
able if “hicago area on freelance basis, or 
elsewhere as employee bove average com- 
mercial copy Consultation or interview at your 
convenience 
Box Il, ADVERTISING AGE 
200 East Hilineis St., Chicage 11, I 


NEED— 
e A Chicago Rep 
e A Strong Saies Personality 
e A Chicago Office 
5 Yrs. Sales Director $10,000,000 


Organization ge 3 Top Contacts 
Knows Advertising, Merchandising 
Promotion 
Available for any —¥ proposition 

Box 14, Advertising 


e, 
200 E. Ilinois St aaa 11, m 


Copy Chief assignment. 


superlative work. 


COPY DIRECTOR 
SEEKS NEW AGENCY CONNECTION 


He has planned and written more than $100,000,000 worth of 
space advertising for many leading accounts. And has also had 
a hand in creating many network radio and television shows. 


Many of his ads have scored sensational sales results as well 
as winning top advertising awards (whatever those are good for). 


Has headed Copy Departments—and Plan Boards- 
top agencies for more than 20 years—and also has doubled 
in brass as Account Executive on many important accounts. 


Prefers job in either New York or Chicago—involving both 
handling of accounts and creative work, if possible, because he 
does best work on this basis. However, will also consider a straight 


Size of agency doesn't matter, provided it is soundly financed 
and managed, and is imbued with zeal to grow on basis of doing 


Has no accounts “in his pocket” and is not interested in talking 
with anyone who gets accounts by hiring men who handle them. 


Box 13, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 
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Starch Reports on 
9,829 National Ads 
in 8 Newspapers 


New York, Jan. 8—“How much 
attention do men and women give 
to national advertisements in 
newspapers?” That's the question 
Daniel Starch & Staff has at- 
tempted to answer in a new study 
summarizing readership of 9,829 
different national ads in newspa- 


pers 
“The practical value of the 
study,” says the research com- 


pany, “lies in the fact that it will 
enable you to determine what 
readership you should expect for 
newspaper ads of various products 
and various sizes, based on the 
performance of other newspaper 
ads in the same classifications and 
the same size groups.” 

The report is based on 48,900 
personal interviews with readers 
of the Boston Traveler, Chicago 
Daily News and Tribune, Cleve- 
land Plain Dealer, New York 
World-Telegram and Sun (before 
merging) and Philadelphia Bul- 
letin and Inquirer 


e A summary, the report is based 
on 163 separate studies of the 
newspapers, made between Jan 
1, 1948, and Dec. 31, 1950. The 
studies were of Thursday and Fri- 
day issues 

Readership averages are given 


for noted, seen-associated, and 


read-most for 34 product classi- 
fications, “including automotive, 
household equipment, liquor, to- 
bacco, toilet goods, travel and 
others 

Median readership figures are 
given in all classifications. These 
show the level of reading attained 
by the middle advertisement in 
each size group within each of 
the product classifications. “They 
enable you to determine ‘par for 
the course.” All adds from 140 
lines up were checked. 
® First chart in the study is cap-| 
tioned “all national advertise- 
ments” and reads like this: 


Median 
Readership 
Size Groups No of Ads Median Men Women 
Sue 
(No. of Lines) (No. of (Noted) 


140-299 


ACCOUNT 
EXECUTIVE 


Here is a superbly qualified agency 
contact man. 14 years of Advertis- 
ing, Sales and Management at age 
32. Available Feb. 4 in NYC at 
less than true value because US 
Air Force demolished business 
plans. Now draft and recall ex- | 
empt. Has been successful A.E. & 

| 

| 

| 


L 
2.931 196 5% 10% 


Division head of NYC 4A agency 
and, earlier, long-time Manager 
NYC space sales operation. Knows 
copy, contact, production, media, 
markets, research, merchandising, 
selling, sales mgt, sales aids, sales 
meetings, Board presentation, mo- 
tion pictures, public relations. 
Specialty: thorough knowledge of 
farm market. Detailed resume on 
request. Box 10, Advertising Age, 
801 Second Ave., New York 17, N.Y. 


CREATIVE 
LAYOUT ARTIST 


Large progressive manufacturer 
in appliance field wants artist 
who can put new punch in retail 
newspaper layouts. Must have 
current experience making 
newspaper layouts. 

Also as consultant to advertising 
department on art work sub- 
mitted from outside studios. 
Miscellaneous creative art work 
for other media to supplement 
newspaper work. 

Give experience, income, 
whether you can locate in 
Chicago. 


Box 16, Advertising Age . 
200 E. Illinois St., Chicago 11, Il. 


300-599 
600.999 
1000-1499 
1500 and over 


Figures 


associated” and “read most,” but 
these are not intended for general Rov 
publication since the report is the account recently | 
at $10 to agencies and 
‘somewhat Hilton & Riggio Gets Sterling 
Hilton & Riggio, New York, has 
to handle adver- 
tising for Sterling Engine Co., Bul- 
falo manufacturer of marine, in- 
gasoline and diesel 
foods” and looks like engines. Comstock & Co., Buffalo, | 
previously had the account 


available 


advertisers and a 
higher” figure to media, from Stan 
Sargent of 
420 Lexington Ave 


® Another chart in the report 
titled “all 
this (except that “seen-associated” 
and “read most” figures are again 


omitted) 


Size Groups 


(No. of Lines) 


600-999 
1000-1499 
1500 and over 


also are given for “seen- 


2.067 400 8 13 
1.184 7900«(Oo4 18 
717 1170 «(24 2 
dod 2 35 3» 


Daniel Starch & Staff, 


dustrial gas, 


Readership 
No of Ads Median Men Women 


Phillips-Ramsey Adds Account 

Phillips-Ramsey Co., San Diego, 
has been appointed advertising and 
public relations counsel for Altes 
Golden lager beer, produced by 
Altes Brewing Co., 


Inc., Los Angeles, resigned} 


been appointed 


WLAW Operates in Boston | 

WLAW,. Lawrence, Mass., ABC 
Median outlet in Boston, has been author-| 
ized by the Federal Communica- | 
Sue tions Commission to operate main} 


San Diego. Ross 


(No. of (Noted) studios in Boston as well as in 
Lines) Lawrence. Its Boston studios are 
554 60 1% 7%, located in the Hotel Bradford 
1.079 76 2 9 
iss s iS Fox-Shulman Moves 
= en 3 2 Fox-Shulman Publications has 
by 1.000 é 4 moved to new offices at 30 E. 29th) write for Circular AA-1 
53 2400 24 45 St.. New York 16 


Case Study Shows: 


ON THE AVERAGE, TWO-COLOR 
ADVERTISEMENTS GET MORE 
VISIBILITY THAN BLACK AND WHITE 


Color of itself does not guarantee 
higher readership. Many black and 
white advertisements surpass two- 
color ads, due to more effective copy, 
illustration, etc. But, used effectively, 
color increases readership. Here is a 
study to prove it: 


PROJECT: To determine if the use of 
color in business paper advertisements 
results in a commensurate increase in 
readership. 


PROCEDURE: Persona! interviews 
with over 1100 readers of five issues of 
a leading business magazine. Investiga- 
tors took readers through issues, page 
by page, asking: “Do you recall seeing 


this ad’?”’ Answers were tabulated by 
product classification. 


RESULT: As shown on the accompany- 

ing chart, two-color ads were found to 

be better read in every product claasifi- 

cation, without exception. On the aver- 

age a 34% visibility increase was 

achieved at a cost increase of only 13% 
* * * 


The material for this advertisement 
was secured from our Research Depart- 
ment’s Laboratory of Advertising Per 
formance . . . Data Sheets 3010 and 
3022. If you want facts regarding other 
subjects related to business paper adver- 
tising performance and effectiveness, 
we may have the results of some specific 
study that will help you. Ask your 
McGraw-Hill man. 


65 


DISPLAY 


HOLDS INTEREST-SELLS 


ADmaster is designed te the needs of 
advertisers, Accommodates from 6 to 18 
separate standard 8” x 10° photographs, 
Posters, pho gelatin prints, Black-Lite 
fluorescent posters, magazine advertise 
ment reproductions, ete. Each message 
moves in seque ADmaster action at- 
tracts attention, holds interest, delivers 
your product message clinches the sale! 
Compact and portable no op system 
or film: hence ideal for day-lighted win- 
dows and upon retail store counters. 
Fluorescent lighting assures brilliant, 
even-lighted messages. Fool-proof opera 


tion, long life, low priced for volume use. 


ADMATHC PROJECTOR COMPANY 


800 Davis Street, Evanston, Illinois 


INDEX OF RECALL 
Avg. Recall of B & W 
Ads In Each Product 

Group = 100 (Black Bars) 
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McGRAW-HILL PUBLISHING COMPANY, INC. 


@ 320 west 42na street, NEW YORK 36, N.Y. & 
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Ridgway 
Pugene 


nted 


Co. Names Rison Dr. Henry C. Link 
K Risen has been a5 
qant jo the president | Dies: Conducted 


New York, Jan. 10 
( Link, 62, v p ina a 
w Psychological Corp 


terday afte i eek i 
A itive f juffalo 
é heid three degrees fron 
“ n Se 
. : 6d bunting oli voor ‘round MA. and Ph.D. He 
aneens busine res th Ur 
portimer ane 
ners interested uthern Rubber ( 1919 
+ OUTOOOR SPORTSMAN te I 
F © joine ard & 'T 
0.000 circulation each copy my ned | 
A PROVED York department store 


wider 


results de 


goods, mer joined Gime in 
male appeal and mail 
‘ sample copy, rotes In 1931, he oined th 
va ogical ¢ rp i re 
th 10° 
RA nn ization formed in 1921 


« happy sdvertiver 


° 
lure pu me companie 
Outdoor Sportsman |B oon cence in 
f ' tior ' 
Produces Results Like @ Rabbit information and survey 
+ One Outdoor Magazine tising publi lation 
Little Rock, Arkansas ttitucd ' 
yom neF ' Mey Ine i t at I imer 
1932, Dr. Link riginate 
cho Jurometer i pol 
it pinion and buying 
Vr. Willis J. Almekinder, 


President of First Federal of Rochester. 


at his favorite task 


opening a new account 


How First Federal of Rochester 
Quadrupled Assets 


When Fist Federal of Rochester, N.Y started local 
sponsorship of the Fulton Lewis, Jr program on rade 
station WVET, assets were $11,500,000, Today, after 
nine years of continuous sponsorship assets are $1, 
OOO“.000) Obviously this inerease is net attributable to 
the program alone Cool management, alert: busines 
practwe und many other factors enter into the pu 
tur But, in the words of Mr. Willis J. Almekinder 
President of First Federal, “A great deal of the success 
in reaching new savings customers is due to the fine 
awhenee whieh Fulton Lewis, Jr. reaches 


Numbering 200,000 people in) Rochester, it is 


of thinking 


over 


made uy hard working, conmscrentious citt 


ens who are interested in America and who believe in 


uch fundamentals of good citizenship as thrift. In our 
regular check ef where our new business comes from 
Fulton Lewis, Jr. has consistently rated at the top 
Our spensership has generated a great deal of good 
will toward First Federal 

The Fulton Lewis program is a Mutual Co-op Program 
available for sale to local advertisers in individual 
cities at low, pro-rated talent cost Among the 623 
sponsers of the program on 

370) Mutual stations there 

are ~ banks and savings 

institutions Since there are 

mere than S00) MES stations 

there may be an openin 1) 

your locality For a proved 

and tested means of reachong 

new customers, cheek vour 

Mutual outlet or the Ce 

operative Program Depart 

ment, Mutual Broadcasting 

System, 140) Broadway, New 

York Cuty 8 or Pribune 

lower, Chicago 11, Illinois 
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DEATH of a 
SALESCARD 


THIG® é 
THIS 1S THE LAST Penny 
POSTCARD ADVERTISING 
CAMPAIGN im THe HISTORY 
OF THE USA. Save THIS 
VALUABLE CARD~ Mai AD 
CO WL REOEEM Au 
OuTSTAMOING CanDs Foa tO 
EACH BETWEEN JAN 1.1967 
AMO APA. | 


Brave omy ws 


OBITUARY Mail Ad Co. los Angeles 


at the Los Angeles post office for a 12 pm 
system would accept I¢ 


postmark, the last minute the postal 


commercial! postcards The reverse side plugs the companys 


flecting 10,000 quarterly inter- 
| view He became ecretary and 
treasurer of the corporation in 
1931, and in 1941 Va elected a 
vip 

® He spoke frequently at business 


} 
| 
| 


conventions and advertising meet- 
ings, and was the author of num- 


| erous articles published in business 


papers. Last October, in his book 
‘The Way to Security,” he de- 
clared that “the tragedy of our 


western culture is that it discour- 


ages the belief that the individual 


can help himself and encourages 
him to look to all kinds of exter- 
nal sources for ilvation.” 


Clarence Lindner, 
Hearst Exec, Dies 


San FRANctisco, Jan. 9 
services were held here today 
Clarence R. Lindner, 62, publisher 
of the San Francisco Examiner and 
v.p. of Hearst Consolidated Corp 

Mr. Lindner to a 
heart attack at his 
Jan 7 His death 
unexpected shock 


business associate 


Funeral 
for 


succumbed 


home here on 
came as an 
to his many 


and friends 


Mr. Lindner had been publisher 
of the Examiner since 1929. He 
started his journalistic career in 
1909, as associate editor of Judge 
and Leslie's Weekl During his 
23 vears in San Francisco, he at- 
tained prominence as a civic and 
cultural leader 


® Before coming to San Francisco, 


Mr. Lindner worked successively 
j}as advertising manager of the 
Cleveland News Leader, the De- 
trout Times, the Toledo Blade and 
Newark Star-Eagle. In 1921, he 
became publishe of the Detroit 
Times and was named publisher 
of the New York American in 1927 
In addition to his Hearst Corp 
duties, Mr. Lindner served as an 
issociate professor of journalisn 
at Stanford University 
EARL A. MEANS 
New York, Jan. 7—Earl A 
Means, 75, former director and 
v.p. in charge of sales for Bristol- 


Mvers Co., died Jan. 5 at his home 
here 

A native of Brookfield, Ind., he 
took his pharmacy at 
Purdue University in 1899. After 
several experience in re- 
tail drug stores, he joined Bristol- 


degree in 


years 


Mvers in 1906 as a salesman. In 
1913, he became sales manager 
and was made v.p. in charge of 


sales in 1928 and shortly afterward 


a director of the company. He re- 
tired in 1944, at which time he was 
named honorary chairman of the 


board 


PHILLIPS BARBOUR 
New York, Jan. 10 
Barbour, 67, editor since 
Bond Buyer, a weekly 
tion, died yesterday a heart at- 
tack at his home. Born in Louis- 
ville, Ky., he attended Centre Col- 
and newspaper 


Phillips T 
1949 of 
publica- 


of 


lege entered the 


presented 5.000 postcards 


January 14 


= 
uP 
to 


Advertisi 


Age 


KEEP ME AS 


sappear with the: 
Subway ride 


cost 2¢ from now on, 


As of tomorrow, I di 
5¢ Telep 
&g 
5g Cup o 
into oblivion. I will 
+s} Don't forget to atte 
ere ° the I . ¢ 
Bedford, 118 % 
Kaufman, Mer 
Co., Ltd., Inc., 


Otto F. Meyer, President 
Mail Advertising Club. 


cormryewr 
A wow UVENIR! 


hone call 


f coffee 
the 


January Srd dinner 


ser for Philip Morris & 
guest speaker. 


Dec. 31, 1951 
right 


a dinner 
He man- 
ager of the 
in 1913-1914 
advertising depar 
Tribune 


became a 


advertising 
Consttitutton 


Was 
Atlanta 


later 


business 


and 
sutomobile tment 
of the Chicago 

In 1921, he 
here of Hamilton & Barbour, mun- 


member 


icipal bond broker. In 1929, he 
joined Old Colony Corp., which 
later became the First Beston 
Corp., and Mr. Barbour served as 
a v.p. until he became editor of 


the Bond Buyer three years ago 
a former president of the 


He was 
Kentuckians of New York and of 
the Municipal Forum of New 
York 
A. A. APPLE 

Sr. Louts County, Mo., Jan. 9— 


A. A. Apple, 53, v. p. and general 
manager of Moog Industries Inc., 
St. Louis, car parts, died after a 
heart attack in his home here 

Mr. Apple had been identified 
with the automotive industry for 
the past 30 years, and directed 
numerous successful advertising 
and merchandising campaigns 


EDGAR B. CHESNUTT 


LITTLE Rock, ARK., Jan. 8—Ed- 


gar B. Chesnutt, 45, advertising 
manager of Arkansas Power & 
Light Co, died Dec. 17 after a 
heart attack 

Mr. Chesnutt started his career 
as a cub reporter for the Pine 
sluff Arkansas Graphic while in 
high school. After graduation he 


new Ad-Art Book No. | 
thus was later by three hours than the 12 p.m. midnight mailing 
of New York's Mail Advertising Club, which announced 
meeting to members 


headed the 


AA, Dec. 17.) Mail-Ad’s card (left 


worked for a short time State 
editor of the Advertiser, Montgom- 
ery, Ala. but returned the 
Graphic, where he became editor 
in 1930. In 1932, he joined the staff 
of the Arkansas Gazette at Little 
Rock as editor of the Sunday mag- 
He joined the utilities com- 
pany in 1938 as assistant advertis- 
ing director. 

During the past four years the 
annual reports of Arkansas Power 
prepared under his supervision, 
were awarded the highest merit 
award given by Financial World 


as 


to 


azine 


JOHN S. CARLILE 


JACKSONVILLE BEACH, FLA., Jan. 8 
—John Snyder Carlile, 55, execu- 
tive v.p. and managing director of 
Fidelity Broadcasting System of 
Jacksonville and former produc- 
tion manager of Columbia Broad- 
casting System, died here Satur- 
day after a brief illness. 

A native of Brockton, Mass., Mr 
Carlile was one of the _ pio- 
neers in radio, starting as an an- 
nouncer at WOR in the late ‘20s 
Later he joined Paramount Pic- 
tures as the “Voice of Paramount” 
on its public hour program. From 
that position he became produc- 
tion manager of CBS. 

From 1940 to 1944 he was at the 


University of Alabama where he 
organized the radio department. 
From ‘44 to 48 he was with the 


State Department and its Voice of 
America programs 


LAKE SHORE 


phone SEeley 8-1010 


ELECTROTYPE DIV. 


1224 W.Van Buren St. Chicage 7, til. 
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Mosler Safe Plans 
Record Ad Drive 


Hamitton, O., Jan. 9—Mosler 
Safe Co. will launch the biggest 
advertising campaign in its history 
this month with full-page ads in 
13 consumer and business maga- 
zines. 

Designed to promote the sale of 
its “A” label fire-resistant safe, 
ads will run in Business Week, 
Time Canadian, Dun’s Review, 


Which of these 
4 dangerous ideas 
do you have? 


Forbes, Fortune, Modern Industry, 
National Geographic Magazine, 
Nation's Business, Newsweek, Ro- 
tarian, The Saturday Evening Post, 
Time and U. S. News & World Re- 
port 


® To tie in at the local level, Mos- 
ler dealers will be provided with 
newspaper mats, envelope stuff- 
ers, window display material, and 
scripts for radio and television 
spots. The company is charging 
each dealer $7.50 for the promo- 
tional package, but will cancel all 
charges when the dealer sends in 
a snapshot of his window display. 
In addition, cash prizes will be 
awarded for the best Mosler win- 
dow displays. 

Copy in the ads points out the 
danger to a company’s financial | 
position if its records are lost by} 
fire | 
Stockton, West, Burkhardt, Cin- 
cinnati, is Mosler’s agency. } 


Audio-Video and Affiliates | 
Appoint G. M. Basford Co. 

Audio-Video Products Corp., | 
New York, exclusive sales agent | 
for Ampex tape recorders and 
other broadcasting and television | 
equipment, has appointed G. M. 
Basford Co., New York, to handle 
advertising for itself and its af- 
filiates. The corporation has not 
had an agency before. 

Affiliates include Audio-Video 
Recording Co. which operates 
KTPE and disk recording studios 
in New York; Audio-Video Tape | 
Libraries Inc., supplier of high! 
fidelity tape recordings of classi- | 
cal music, and Magna-Crest Inc., 
which manufactures a new type of 
b&w reproduction machine for 
business use. 


New Company Buys Assets 
of Herald-Journal Co. 

The current assets and publish- 
ing rights of Herald-Journal Co., 
Spartanburg, S. C., have been pur- 
chased by Newspaper Manage- 
ment Production Co., a new corp- 
oration headed by Phil Bucheit. 
Publication of the Herald and 
Journal, morning and afternoon 
dailies, will continue in the present 
plant. 

Holdings of the Herald-Journal 
Co. were transferred to the Public 
Welfare Foundation, Clearwater, 
Fla., Jan. 1. Charles O. Hearon, 
formerly co-owner of the papers 
and associate editor of the Herald 
since 1945, has been named editor 
of the paper. 


Peterson Joins ‘Tribune’ 
Anton F. Peterson, formerly 
with the Journal, Portland, Ore., 
has been appointed business man- 
ager of the Salt Lake City Tribune 
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Restaurants Name Prochnow 

| Eaton’s California restaurant 
,chain and Shades of California, 
both of Los Angeles, have ap- 
pointed Yambert, Prochnow, Mc- 
Hugh & Macaulay, Beverly Hills, 
to direct their advertising. Eaton's 
plans an extensive newspaper, 
outdoor and direct mail campaign, 


later. Shades of California will use 
radio and television 


James Dever Joins Beer Assn. 

James Dever, formerly adver- 
tising manager of the Record, 
Canon City, Colo., has been ap- 
pointed executive secretary of the 
{Colorado Beer Distributors Assn. 
'He succeeds Leroy Smith, who has 
| taken over a beer distributorship 
in Scottsbluff, Neb 


| Adopts 4 A’s Second Colors 

| Industrial Publications Inc., 
|Chicago, has adopted the five 
}Sstandard second colors recom- 
mended by the American Assn. of 
Advertising Agencies for business 
publications 


with radio and television to follow | 


THE EL PASO TIMES and 
EL PASO HERALD-POST 


BLANKET THE FABULOUS SOUTHWEST 


TWO SEPARATE AND DISTINCT NEWSPAPERS 
ONE LOW RATE — 27¢ A LINE— BUYS BOTH 


The £1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


E] Paso Herald -Post 


A SCRIPPS HOWARD NEWSPAPER 
EVENING 


IT’S THE BIGGEST 
HUNK OF THE U.S. 
27: CAN BUY! 


b— ee 7? 


"Is there an advertising man here? I seem to have a 


message for a big space buyer...” 


Circulation, 


TIMES. STAR 


Post 


DAILY ENQUIRER 


City and Retail Trading Zone 


43 44 «O45 a7 48 49 =«59 5) 


Source A. B.C Publishers’ Statement 


Another medium well done: More and 
more and more...Cincinnati is a morning- 
newspaper town! Today, the Daily En- 
quirer has more circulation within rh- 


now 


DAILY 
ENQUIRER 
158,430 


TIMES- 
STAR 


14s.e7 retail trading zone than the total circu- 
cont lation of any other Cincinnati daily. 
143,997 


Represented by Moloney, Regan and Schmitt, Ine 


+, Sept. 90 of cach year 
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More incomes in Upper Brackets 


in Milwaukee 


_ and more families have 


a margin for sizable purchases 


| Milwaukee | Average of All U. S. 
Family Income, 1949 . 25 Largest Urban and 
11950 sto — Matopelion Rural Non-Farm 
rea Asoes Families 
— . ee Peer me * aeicenannlil 
Less than '2,000......... W% 21% —— 26% 
12,000 to 4,999... 60% 54% 53% 
| $5,000 and over.......... 29% = = =25% | 21% 
EB: 7 EES a tae ee Fe 
: Median .............00. $3,900 $3,527 $3,245 
: | | | 


The Milwaukee Journal 


READ IN 92% OF ALL HOMES IN THE CITY ZONE 
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Salesense in Advertising ... 


Feature Section 


The Advertising Business 
Is No Sacred Cow to Me 


By James D. Woo.r 


This column, which has been asserting 
itself regularly for nearly five years, has 
brought me a considerable number of 
letters of dissent and even abuse from 
readers. I gather that these disapproving 
admen feel that certain 
of my critical views 
are “not good for the 
business.” Even my fa- 
vorite AA commenta- 
tor, Copy Cub, refers 
to me (fondly, I hope) 
as the “iconoclastic 
Jim Woolf.” 

An agency executive 
who, despite his rather 
mediocre talents, has 
amassed a comfortable 
me with being “an 


Jim Woolf 


fortune, charges 
ungrateful renegade 
who takes a sadistic delight in biting 
the hand that feeds me.” “I cannot 
understand,” writes another agency man 
“how you can write so. critically 
about a business that has been so 
good to you.” “You cannot have been in 
the business as long as you have without 
being an occasional transgressor,”’ accuses 
a magazine publisher 
tic advertiser “You cannot really be- 
lieve in advertising; if 
wouldn't tear into it the way you do.” 
“I suspect that vou hate the profession,” 
sorrowfully writes a well-known 
chief. 


Declares a cosme- 


you do, you 


copy 


@! want to clear the decks for 1952 by 
setting the record straight. Advertising 
is a business to which I am utterly de- 
voted. It’s been my life work. I wrote my 
first advertisement when, at 16, I was a 
printer’s devil in my father’s country 
weekly printshop. Since then, for an un- 
broken stretch of 40 years, I have sweated 
out ads enough to paper the walls of 
the Empire State Bldg. I have taught at 
university and YMCA night classes, and I 
have corresponded as helpfully as I can 
(and still with hundreds of eager- 
beaver young men and women. It has 
been my privilege, one for which I am 
most grateful, to have given a number of 
beginners their first foothold in advertis- 
ing, and I am happy to report that some 
of them have gone far in their climb to 
fame and fortune 

The truth is, I love the business 
lieve that advertising is tremendously im- 
portant to the American economy. I be- 
lieve that our high standard of living is 
at least in part the result of the ability 
of advertising to create human wants. I 
believe that advertising increases employ- 
ment, makes jobs. I believe that it en- 
courages inventiveness and stimulates the 
production of ideas that make life easier 
and pleasanter. 


do) 


I be- 


es But the advertising business is no Sa- 
cred Cow to me. It is not a Cause. I am 


proud of its achievements, but. I am not 
proud of its abuses and excesses. It is pre- 
cisely because I hold the good side of ad- 
vertising in such high regard that I so 
frequently inveigh in this column against 
its bad side. That advertising does have 
a bad side—that it is sometimes guilty of 
dishonesty and silliness and bad taste— 
that it is all too frequently used to pro- 
mote unworthy products—that millions 
of persons of ordinary sensitivity view 
advertising excesses With distaste if not 
with contempt—is surely obvious to any- 
body with good eyes, good ears, and a 
good conscience. 

It seems to me that we are witnessing, 
in certain advertising circles, a struggle 
between moral integrity and money- 
making. What can we say of a moral code 
in advertising that tolerated the whole 
sickening Hadacol spectacle? What are 
we to think of a moral code that permits 
a cigaret campaign so offensive that a 
joint meeting of Dallas advertising groups 
felt impelled to pass a severe resolution 
condemning it? This resolution, which 
was published, I presume, in the Dallas 
newspapers, conceivably elevate 
the level of respect for advertising among 
Dallas people, who, incidentally, consti- 
tute a well-to-do, free-spending market 
worthy of any advertiser's respectful at- 
tention 


cannot 


@ What can we say of a code of “ethical’ 
practice in advertising, publishing and 
broadcasting that condones the outrageous 
claims, definitely promised or implied, 
made by advertisers of vitamin pills and 
vitamin-fortified products? What can we 
say of a code of principles that permits— 
no, even embraces—product claims so 
exaggerated that they must be forcibly 
watered down by the Federal Trade Com- 
mission and the Better Business Bureau? 
What can we say of a cynical policy, in 
force among some but not all agencies, 
publishers, and broadcasters, that en- 
courages dangerous self-diagnosis and 
self-medication with worthless or near- 
worthless patent medicines? What can 
we say of editors in every category of 
publishing, and of the policy-makers in 
every category of broadcasting, who for 
the sake of advertising cater to a pathe- 
tically low level of human frailty? What 
we can say is that we are witnessing 
in too many instances to call them iso- 
lated—a conflict between moral integri- 
ty and money-making 

I take issue also with the Sacred Cow 
attitude, real or assumed, that advertis- 
ing is a business instrument of infallible 
potency. Recently Victor M. Ratner, vice- 
president and treasurer of R. H. Macy & 
Co., asserted, in a talk before the Boston 
Conference on Distribution, that “adver- 
tising in many ways is still the least ef- 
fective of all the activities of man.” With 
this point of view I agreed, and I said 


A Company President Gets Around 


Mail Order Platform for ‘52 


so in one of these Salesense pieces (AA, 
Nov. 10) : 
This treachery came as a shock to some 
members of the brotherhood. William B 
Swann, a Springfield, Ill, agency man, 
writes in AA, (Dec. 17) that “I could 
hardly believe my eyes. If things are as 
bad as they are described, it’s high time 
we appoint a high commissioner 
Eileen Barry, American Home Products 
Inc., disagrees with Mr. Ratner and me 
(AA, Dec. 10) on the ground that adver- 
tising has had a powerful impact on the 
food industry. Nobody will deny the good 
effect of advertising on the food business, 
but this in no way disproves Mr. Ratner’s 
charge. Eighty per cent of the merchan- 
dise that Macy's sells every day, he says, 
is not advertised. Defenders of the Sacred 
Cow were equally shocked by this asser- 
tion of J. C. Wenckus, advertising and 
sales promotion manager of Alden’s Inc., 
Chicago: “Most of the big money spent 
for advertising today is extravagant to 
the point of waste, and a lot of it hikes 
the cost of distribution beyond reason.” 


® Advertising is a business, as I've said, 
to which I am utterly devoted. But it is 
not, may I repeat, a sacrosanct Cause 
Neither is medicine nor government nor 
international statecraft. Advertising, like 
every other important activity of man, 
needs constructive, realistic criticism. It 
is no secret to hard-headed business men 
that untold millions of dollars are wasted 
in ill-conceived advertising ventures ev- 
ery year. The plain, honest fact is that 
advertising is a hard and risky business, 
and much of it is neither skillfully con- 
ceived nor executed 

Advertisers who are in a position to 
check results with absolute accuracy——the 
mail order and direct mail operators, for 
example—know how extremely difficult 
it is to earn a moderate net profit on their 
advertising outlay. Many agencies —poss- 
ibly most of them-—have experienced fail- 


You Ought to Know . . « George W.N. Riddle 


“Every reader of a business paper has 
paid for it—if he has read it. He has 
paid for it in units of time—usually the 
most valuable commodity he has at his 
disposal, and the only medium of ex- 
change which gives the 
advertiser’s message a 
chance to go to work.” 

When George W. N. 
Riddle, then manager 
of media relations at 
General Electric Co., 
made that statement 
last June at a meeting 
of National Business 
Publications, he had 
no thought that six 
months later he would find himself di- 
rector of development of Putman Pub- 
lishing Co., whose president, Russell L 
Putman, is also president of NBP. 

Mr. Riddle, who is also a director and 
secretary of Controlled Circulation Audit, 
was born in Brighton, England, and came 


G. W.N. Riddle 


Sizing Is Important 


C. M. Commends Subtle Selling 


ures or near failures for one or more of 
their clients. 1 personally have had a hand 
in a few failures I'd like to forget 

And yet there are readers of this week- 
ly column who protest with dismay when 
I proclaim my belief that there is vast, 
vast room for improvement in this be- 
loved profession of ours 


® Sid Bernstein, in a talk before adver- 
tising clubs of Toronto and Minneapolis 
(AA, Dec.24), put it this way: “I would 
say that advertising not only can be im- 
proved, but it must be improved; that it 
must be used more skillfully and effie- 
iently...The most important reason is 
that the job is tough, and gets tougher 
every day. The more that has been sold, 
the harder it becomes to sell. The higher 
the standard of living, the harder it bé@- 
comes to raise the standard of living. . 2” 

As for me, I am fed up with the Sacred 
Cow attitude that I now and then encoum- 
ter in the advertising business. I am fed 
up with the unctuous notion, sometimés 
expressed, that, like our selfless mission- 
aries in heathen lands, we serve in advet 
tising as humble servants in a Noble 
Cause-—namely, the social good of Amef 
ica. : 

Il am strong for the good, @f 
course, and so are the big majority of my 
readers. But I am in the advertising bug 
iness to make money, and for that solely, 
I want it kept clean and honest and 
worthy of the respect of my friends an@ 
neighbors, because I believe that hond 
and respectability are advertising’s rol 
priceless ingredients. That is why I stri 
tirelessly in my small ways, to crusa 
for its betterment. 

Denver's most unforgettable news 
paper character, the amazing Bonfilg 
once declared, “There is no hope for the 
man.” I believe that in what 
lies ahead there is no hope for a satisfied 
advertising profession. That is why ad- 
vertising is no Sacred Cow to me 


social 


satisfied 


to the United States when he was 18 
His first introduction to American busi- 
ness was in Detroit, where an uncle lived 


@ In Detroit, young Riddle obtained a 
clericai position in the local sales office 
of Standard Underground Cable Co., the 
main office of which was in Pittsburgh 
He was given the job largely because of 
his knowledge of shorthand and typing 
which he had studied at school in Eng- 
land. The job paid $50 a month. 

A year later he went to Independent 
Pneumatic Tool Co. In the meantime, he 
learned that it was possible for a 
young man in America to work his way 
through college. The rector of the Episco- 
pal church that he attended took an in- 
terest in young Riddle and helped him 
to get a scholarship at Kenyon College 
in the village of Gambier, O 

There he waited on tabie, ran the 
school shop and did odd jobs, as he did 
at Harvard, to which he transferred after 


had 
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He received i egree in 1929. and 
joined Genera Electric Co. in New York 
is aA member of the taff f Owen D 
Young, then chairman of the board. He 
stayed there nt Mr Young retired } 
1943, and ther ined the market research 
department of GE n Schenectady Ir 
1945 Mr. Riddle took over the job of media 
per or for the compar upparatu 
department A here he ‘ responsibdie 


for buying space in some 200 business and 
technical publications 


In 1948, he became manager of media 


relations in the public relatior divisior 
of GE, where he was concerned primarily 
with evaluation of general magazine ind 
newspapers for GE's institutional adver- 
tising. He wa ilso concerned, a 1 staff 


consultant, with printed mediu, both gen- 


eral and busine publication ised Dy 
iil of the companys operating division 
@ Mr. Riddle now lives in New York with 
his wife and two young children 
Reading, and solving the Saturday Re- 


view of Literature jlouble crostic puz 


Employe Communications. . . 


ources of relaxation 
He parti 


and took his A. M. degree in that subject 


ilarly interested in economics 


it Columbia University 
D. Young's staff 
While with GE, Mr 


two years @8 an 


while on Owen 


Riddle served for 
advertiser-director of 
Controlled Cipeulation Audit 
Putman 


and since 
Publishing Co. he has 
been reelected to a three-year term as a 


joining 


publisher-director 

A busine 
because it is expected to solve some on- 
the-job problem,” Mr. Riddle has said 
“A business publication is read because 


product or service is bought 


it also is expected to solve on-the-job 
problems. The closer the identity between 
which my 


the problem product is in- 


problems which 


tended to solve and the 
your publication intended to solve, the 


closer I have come to finding a good 
advertising medium 

Give the reader fair value for the time 
you ask him to spend, and you have taken 
the first essential step toward giving the 
vivertiser fair value for the money you 


ask him to spend 


- ACompany President Gets Around 


By Roserr Newcome anv Marc SAMMONS 

During the vear 1951 several officials of 
fompanies around the country made trips 
Inte company 
With emploves and have a look at things 
For many it wa ) new experience, and 
lor most of them it was a distinctly pleas- 
™ one. The myth has gone the round 
Bhat the bos 


territory, to shake hands 


mustn't get too far away 


Bron the mahogany desk, lest the place 
Ball ipart, but those who have braved the 
| reaeen report that things went on at 


eadquarters about as usual 


PRESIDENT CHEF. Employes of Kansas Gas 


& Electric Co., celebrating a ten-year safe- 
tu record, en teaks broiled by Murray 
FP. .Gi chairman and president, shown 
in chef's hat at far end of table 


his business of getting out and rubbing 
elbows with the help is no novelty to a 
Kansas utility executive, who does it a 
great deal of the time. His name is Mur- 
ray F. Gill, and he is chairman of the 
board and president of Kansas Gas & Elec- 
tric Co., in Wichita. His is not the largest 
utility company in the world, but it isn’t 
the smallest either. His principles can be 
followed profitably by heads of both types 


@ For Mr. Gill 
His most recent pilgrimage into his terri- 


a guy who gets around 


tory was to the company’s Ripley generat- 
ing station. He went there with some of 


the other boys from headquarters to pay 


honor to 65 employes of that station who 
had just completed ten years without a 
President Gill made 
several appropriate remarks to the as- 
sembly, and they could all be published 
in the newspaper and the employe mag- 


lost-time accident 


azine 

But before he did any of this, he put on 
a white coat and a chef's hat and broiled 
steaks for the entire group. He has a 
knack for this sort of thing, and saw no 
reason why he shouldn't exercise it, and 
furthermore he saw no reason why the 
executives of the company who had ac- 
companied him shouldn't wait on table 
rhis is exactly what they did. The net re- 
sult of this festival was that everybody 
got to know the company president and 
his associates even better than they knew 
them before. If anybody lost any dignity 
in the process, no one seems to know who 


it was 


communication is 
important in a structure of this character, 
tor it isn’t all housed under one roof; on 
organization with 
scattered employes, who may go for weeks 


® Employer-employe 


the contrary, it's an 


and even months without any group con- 
tact. If the emploves can't get in to head- 
quarters to see and hear what's going on, 
then the chairman-president moves out 
into the territory to paint the picture for 
them. 

The program for supervisors at Kansas 
Gas & Electric is one of the most progres- 
ive supervisory programs in the country 
It's an around-the-clock relationship, built 
upon conferences that supervisors origi- 
nated and direct; the supervisors them- 
elves asked for a monthly newsletter, in 
order that they might have full informa- 
tion about operations, policies and pro- 
grams. The big, important touch, however, 
is provided by Mr. Gill, who knows that 
any communications program needs a 
personal relationship 


Mail Order and Direct Mail Clinic... 


Campaign Platform for ‘52 


By Wuirt 

Mail order merchandisers spent nearly 
$1 billion in 1951 to get sales by mail! 

Mail 


NortTHMore SCHULTZ 


order sales in 1951 topped all 


other sales-by-mail figures from previous 
vears. This is excellent news, in my opin- 
on 


But I predict a drastic drop in mail 


EOL OOO LLL LOOT 


The Creative Man's Corner... 
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ore 


could benefit from their experience 


their use indicated 


on hand 
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order buying if we don’t treat our cus- 
tomers better in the months and years 
ahead. Our public relations are weak 


ind poor 


@ For the past 
friends of mine have been complaining to 
treatment they've 
received from certain mail order firms 
which won't be named here 

One friend told about his order for 
rugs which was never acknowledged. But 
And, finally, after 
several letters had been written inquir- 
ing where his order was, the rugs arrived 
~four months after the order was placed 

Another friend reported he ordered 
roses by mail. His order was received, 
but not acknowledged. His check was also 
cashed. But no roses. That was six months 
ago. Still no roses—no refund—no ex- 
planation 

Still another friend ordered gifts by 
mail. Her order acknowledged 


several days personal 


me about the shoddy 


his check was cashed 


wasn't 


home lighting with its theme of “Light Conditioning.” 
cover one particular facet of improving lighting in your home, but offer a 
a New Light.” In minor illustrations, 
various types of GE lamps are shown and described—and the best place for 


booklet entitled, “See Your Home in 


Not only does advertising of this type pre-empt a leadership position for 
the advertiser running it, but it also results in (a) more of his product units 
being used and (b) more satisfaction in the use of his product 

Not forgetting its famous bulbsnatcher campaign, GE closes its message 
by urging you not to be a bulbsnatcher—to keep plenty of spare GE bulbs 
This is also, in a sense, service information 
quite so frustrating as pulling the light chain on a lamp in a dark room and 
having nothing happen beyond an ineffective click. The Corner commends 
GE for an excellent selling and public relations campaign 
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‘ 
‘ 
Selli 
GE Does Subtle Selling 
} 
Advertising does a subtle selling job when, forced to say something about 
a product that possesses no particularly unique features, it acquaints readers 
with better ways to use it. Magazines addressed to women and home owners 
long ago discovered the fascination of service information. Many advertisers 
‘ 
‘ 
erent wonear 
tm ige yA ey 
You cam put your comfidewce im— 
GE does an exceptionally fine job of spreading service information about 
The ads not only 4 
‘ 


for there is nothing 


But her check was cashed. Shoddy mer- 
chandise was received three months lat- 
er. Her yzifts also arrived damaged. She 
wrote four letters to that company re- 
questing a refund. Her letters were never 
answered. And she tells me she'll never 
buy by mail again! 


® Her disappointment in mail order shop- 
ping will be broadcast to scores of her 
friends at parties she'll be attending in 
the weeks to come. Her friends will pass 
along this information to others. Such neg- 
ative word-of-mouth advertising carries 
a greater impact than scores of four- 
color, center-spread ads in America’s 
leading media 

Yes, if we mail order merchandisers 
fail to treat our customers with respect 
and courtesy, we're certain to lose sales, 
for once a person is dissatisfied with a 
mail order purchase, that person rarely 
shops by mail again—and he (or she) 
persuades dozens of others not to: buy 
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by mail either. Well, what's the answer? 
What can we do? 

Politicians nowadays are sharpening 
their pencils and writing a platform for 
their candidates and I sincerely believe 
that we who sell by mail need a plat- 
form. And after we've built that plat- 
form (and it must be a good one) then 
we must stick by it and not wander all 
around it as so many politicians do 

We need a great deal more character 
in this business of selling by mail 

I've erected a mai! order platform for 
your consideration. Perhaps you'll have 
other planks that should be included. But 
I think that if we stick by this platform, 
mail order sales will continue to grow, 
thus benefiting all of us who earn our 
living selling by mail. 


® First plank, it seeins to me, should be 
a philosophy of selling by mail. Essence 
of that philosophy is faith in our cus- 
tomer. Faith in his honesty. Faith in his 
confidence in us. 

Second plank concerns the type of mer- 
chandise or service we sell by mail. They 
should be superior. Products, for ex- 
ample, that make for finer and better 
living. Services that help a man in his 
work. 

Third plank concerns order acknowl- 
edgments. All orders received in the mail 


The Eye and Ear Department... 


should be acknowledged the day they're 
received. And a customer should be in- 
formed when his order will be shipped 
Fourth plank is the pledge that we wil! 
always treat our customers as we wish to 
be treated—favorably and with respect 
Fifth plank is the rule to fill all orders 
the day received. Frankly, this is mighty 
hard in this day of shortages. But, if we 
can’t ship at once, then we should so 
notify our customer, explaining why his 
order will be delayed, if it must be 


@ Sixth plunk concerns accuracy. Ac- 
curacy in addressing, for a person's cor- 
rectly-spelled name is vitally important 
to him. Accuracy in order filling so he 
gets what he orders 

Seventh and most important plank is 
our guarantee. We must fully guarantee 
the products and services we sell, and 
back up this guarantee with immediate 
refunds if the customer is dissatisfied, or 
send new merchandise special delivery if 
the first order arrived damaged. 

Well, there’s a platform to consider. I 
believe it has merit. Firms following 
that platform today are successful. If 
all of us followed these mail selling rules 
every day, the mail order business will 
continue to grow and to prosper, despite 
all the regulations and the slow mail 
service that’s hampering all of us today. 


‘Cavalcade’ Smoothed Down 


Somebody's been trying hard recently 
to do something with the “Cavalcade of 
Stars” show—DuMont, Friday nights, 10 
to 11. Looks mighty like as if some new 
writing talent had been hired—as this 


Jackie Gleason 


column suggested some months ago 

Not all the slapstick has been elimin- 
ated—they'd have to eliminate Jackie 
Gleason first to accomplish that. But even 
Gleason improves with better material, 


Tips for the Production Man... 


plus a little support. One new skit on a 
recent show introduced a character (un- 
named) who might well have a show of 
his own. Played the part of a small town 
mayor and really made it live. Some wise 
producer—-maybe of “Cavalcade’’—ought 
to latch onto this character and do a 
satirical job on politicians in general. His 
delivery, through a heavy moustache, is 
superb. He’s too good for just one show. 

Gleason opens the show as usual, and 
with the usual gestures. Swinging, dis- 
jointed walk, like a mailbag just left on 
a hook. Hands out to the side, a la Mam- 
my! His jokes, his quips aren't as pain- 
ful, however—although his ‘“dan-dan- 
dandy crowd” gets a little tiresome, week 
after week. 

No matter how much the show im- 
proves, however, this reviewer still ques- 
tions the value to individual advertisers 
of multiple sponsorship. It’s cheaper—but 
is it as effective as a singly sponsored 
show? What is the degree of its sponsor 
identification? Wouldn't 60-second spots, 
before or after, be just as effective—and 
even cheaper? 


Sizing Is Important in Typography 


By KENNETH B. BUTLER 

It is doubtful if any man in the adver- 
tising department has to possess a greater 
variety of skills than the production man 
He has to know photography, art, paper, 
inks, costs, engravings, printing, proof 
reading, and dozens of other facets of 
advertising production. 

Take just one of these: typography. He 
not only has to select type faces that are 
legible, but those which are attractive 
and in keeping with the product adver- 
tised. He has to know type sizing, copy 
fitting, and many times the layout job is 
also his. 

One area of skill in which many pro- 
duction men fail is that of selecting type 
sizes for display material in an ad or 
mailing piece. The main headline cer- 
tainly must be sized so as to seize the 


main attention of the reader. The impact 
of the headline is greatly lessened, how- 
ever, if other display lines are sized too 
large and thus tend to steal the show. 


8 Display type should be a composition 
in contrasts, the same as any good photo- 
graph. Thus if the main headline is car- 
ried in 48 point type, any subhead carried 
near the headline should be dropped 
down to a semi-display type size, such as 
14 point or 18 point. The introduction of 
white space helps to make this transition 
Change from capitals in headline to caps 
and lower case in other display lines also 
helps. Or a switch to good, vigorous italics 
is an additional method of retaining har- 
mony and easy readability in display. 

If the subject matter is of sufficient 
importance to necessitate the larger sizes 


ee A 


for secondary display lines, the place- 
ment of such lines should be removed to 
a position in the layout somewhat apart 
from the location of the headline 


ANOTHER EXAMPLE OF Qo, 
versatility 


DRAVO HEATERS MELP FEDERAL- MC 
CORPORATION SOLVE A FOUNDRY VENTILATING PROBLEM 


10 DRAVO Covntedio weavers 


wiatins Straetatnr 
Prag Fe erty Bow 
pirtspueen 29. ra 


CLUTTERED—-Too-long headlines, concentra- 
tion of display lines, and monotonous simi- 
larity of type style gave this ad a heavy, 
cluttered effect. It lacks typographical dis- 
tinction, 


A line of 10 point, surrounded by gener- 
ous areas of white space, may have an 
impact equal to that obtained by the use 
of 24 point. Or, stated another way, con- 
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A PIPPIN—Artful arrangement of headline 
sithouette, good spacing, marked change 
in type sizing, plus good distribution of 
minor headings combine to make this ad 
a good one, despite heavy text content, 


sider stepping down the type size and de- 
voting the space gained to white space 

Too long a headline is another deter- 
rent to strong impact and quick grasp of 
the subject matter. In such cases the pro~ 
duction man should prevail upon the 
copywriter to shorten it. In display, too 
much of any one kind and size of type 
turns readers away. 


An Ad to End All Ads 


(As reported by John Allan May, London 
correspondent of the Christian Science 
Monitor, in that publication.) 

I have discovered the advertisement to 
end all advertisements. I can’t understand 
why it didn’t. This advertisement was 
printed on Sept. 27, 1801. I have discovered 
it because the Sunday Dispatch, one of 
our great national newspapers here, has 
celebrated its 150th anniversary by pre- 
senting its readers with a complete re- 
production of its very first issue. 

This issue makes fascinating reading 
One of the joys and one of the trials of 
perusing it is that it was printed at a 
time when printers were undecided on 
whether the letter “s’” should be printed 
like letter “s” or like letter “f”. So they 
did either and both haphazardly. 


8 Thus in a report of a loyal coronation 
anniversary dinner of the Associated Liv- 
ery of London one reads: “The day was 
fpent with great cheerfulnefs, and fome 
excellent fongs fung of the occafion.” 

It can be seen that in the past 150 years 
printers and compositors at least have 
made a big “progreffive ftride.” 

Which brings me to the advertisement 
It is addressed “to the British merchants” 
and begins, “They being the ftimulous 
and fupporters of three-fourths of the 
whole existing Commerce at present, and 
as the happiness, riches, and Commerce 
of this Empire must depend on the quan- 
tity of food produced on this Island, to 
supply the superior animal economy, in 
taking from the number of the human 
species who consume only, and add them 


to the Cultivators, will be a liberal, chari- 
table, and human action...The few men 
who search for truth.. must at this time 
lament to see eight-tenths of the Inhabi- 
tants of this Empire living on the produce 
of the other two.” 


@ Who, you ask, is this fellow with his 
grandiose eloquence and what is he sell- 


ing? The answer is that he is William — 
Gaimes and he is selling “a much im-~ 


proved letter copying machine for the 


counting house” which will save the la- 


bor of two clerks 


This advertising style, however, is not~ 


only too much for us today—it was too 
much for the printer of his day. After 
16 more lines, Mr. Gaimes is at last made 
to boast: “The Portable Machine is so 
small and light, when complete, that a 
Gentelman may carry one in his great 
coat pocket, are attached to a complete 
Writing Desk that contains Dressing and 
Shaving Instruments that are or may be 
wanted by sea or by land.” 


@ If anyone imagines William Gaimes 
really did invent the portable copying 
machine that could be carried in the 
pocket along with a complete writing 
desk, I can only say, “ftuff and nonfenfe.” 

No, I can imagine what actually hap- 
pened. I can almost see Williarm Gaimes 
kicking himself and maybe even some- 
body else on the Monday and resolving 
next time to be short and to the point and 
say straight out, “Send your copy clerks 
to the farm—use our machine instead.” 

On Monday, Sept. 28, 1801, I feel sure 
modern advertising was born. 


The ‘Clever’ Ad 


The copywriters beamed: “That's it!” 
The art boys quoth: “Let’s try it.” 
The A. E. nodded: “Wrap it up!” 

The client smiled: “I'll buy it!”* 

(* The public didn’t.) 


Pau. R. Barnes, Meldrum & Fewsmith Inc., Cleveland 
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MORE 
PROFITS 
FOR YOU 
IN ‘52! 


enjoy the 

buying power 

of 1,515,215 
growing families! 
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33 Newspapers 
Jointly Finance 
Newsprint Mill 


TacomMa, Wasn., Jan. 8—Thirty- 
three western newspapers, from 
Alaska to New Mexico, have 
joined with ten others who co- 


operatively own the West Tacoma 
Newsprint Co. to finance a $5,000,- 
000 program 

The expansion will add between 
36,000 40,000 of 
print a to the mill's produc- 


expansion 
and tons 
vear 
tion. The additional newsprint will 
go to the newspapers in proportion 
to their ownership in the mill 


Details of the financing have 


een announced by Frank S. Bak-|/ 


er, publisher of the Tacoma News 
Tribune and president of the West 
facoma Newsprint Co. Expansion 
f the plant is already under way 
ind production from the new facil- 
ities is expected early in 1953 


@ West Tacoma Newsprint Co. is 


sid here to be the first plant of its 
type owned exclusively by a group 
f newspaper publishers, produc 


ing newsprint to supplement their 


normal purchases from conven- 
The plant 
production in May, 1947 (AA, May 
26, '47) 11 original co-owners 


These newspapers have been shar- 


tional sources 


for 


ing production at the rate of 26,-! 


news-| 


began | 


| 


MEETING IN JAMAICA- Representatives of 


Air Lines, Wilson, Boxter & Persons, Houston agency for C&S, and 
managers of two Jamaican hotels, the Myrtle Bank ond Tower 
Isle, discuss plans for ao summer air cruise campaign to attract 


tourist trade to Cuba and Jamaica. From left 
Santa Monica Outlook, Whittier 
News, Riverside Daily Press, Tem- 
ple City Times. Pomona Progress 
Bulletin, San Bernardino Sun, the 
Peninsula newspapers of Redwood 


City, Burlingame and Palo Alto; 
San Rafael Independent-Journal, 
Rotaprint Service Corp. of Los 


Angeles, and the Eureka newspa- 


pers 
From Arizona: Tucson Newspa- 
| pers Inc 


000 tons a year. Ten of the 11 
| original publishers are participat- 
ing in the financing of the addi-! 
tion 


The complex financing will find 
the output of the mill divided thus 


among the 44 owners: First, all 
44 will receive newsprint in pro- 
portion to the amount of capital 
they have put in; second, the 11 
original owners will continue to 


receive the full 26,000 tons a year 
from the original plant; third, ten 
of the original owners will receive 
62'2°% of the new production now 
being installed; fourth, the remain- 
from the produc- 


ing 3742% new 


tion will go to the 33 new owners 
@® The expansion has been more 
than a year in the planning and 
financing stage. The newsprint 


recently received a 


tificate ot 


companys cer- 


necessity permitting 


From New Mexico: Roswell Dai- 
ly Record 
From Utah: Provo Herald 


From Colorado: Colorado 


| Springs Free Press 


imortization of part of the cost 
of the new facilities in five vears 
With the expansion, the total in- 
vestment has reached $8,000,000 
We have appreciated the help 
given us by two commercial news- 
print producers, Powell River Pa- 
jper Co. and Crown Zellerbach| 
Corp., during the planning stages,’ 
Mr. Baker said. He explained that 


the long experience and technical 
knowledge of these firms has been 
of great help in the full develop- 
ment of the West Tacoma mill 


The 11 original owners are 
Oakland Tribune, Los Angeles 
Times, San Francisco 


San Diego Union-Tribune 
McClatchy newspaper chain 
California; Register-Guard 


gene, Ore.; Herald-Republic, Yaki-| 
ma, Wash.; Herald, Everett, Wash.; 
Herald, Bellingham, Wash.; World, 
Aberdeen, Wash. and Tacoma 
News Tribune 
® The 33 the expansion 
are 
Fron Alaska Fairbanks News- 
Miner: Anchorage Daily News 
From Washington Spokane 


Spokesman-Review and Chronicle 
Bremerton Sun, Longview Daily 


News, Seattle Times, Vancouver 
Columbian, and Wenatchee World 
From Oregon: Albany Demo- 


crat-Herald, Salem Statesman and 
Medford Mail Tribun 

From California. Vallejo Times- 
Herald, Sacramento Pasa- 
dena Independent, El Centro Press, 
Santa Anna Register, the Speidel 
newspapers of Visalia and Salinas, 


Union, 


Chronicle, | et 
and the] 

in} 
Eu-| 


From Wyoming 
and the Chevenne 


‘London Times’ and Oil Co. 
Sued Because of Election Ad 


The London Times and one of 
its advertisers, Tronoh-Malayan 
Co., a tin mining organization, are 
being sued by Scotland Yard in a 
test case of a British election law 
passed in 1949, because of an ad 
vertisement run in the paper by 
the company six days before the 
Oct. 25 general election 

The ad, which criticized the fi- 
nancial policy of the Labor gov- 
ernment, then in power, allegedly 
violated'the “representation of the 
people” act. The act restricts the 


Sheridan Press 
newspapers 


amount of money spent on an 
election and bars persons other 
than candidates or party officials 


from spending money in any way 
which might influence an election 
without a candidate's or party of- 
ficial’s authorization 


Lawter Chemicals Promotes 
Jack Heath to Sales Head 

Jack C. Heath, sales promo- 
tion manager, has been promoted 
to general sales manager of Law- 
ter Chemicals 
Inc., Chicago pro- 
ducer of resins 
for the printing 
ink trade, ‘lumi- 
nous paint, black 
light equipment, 


ec. 
Mr. Heath, for- 
merly an agency 
man, joined Law- 
ter in 1949 as ad- 


|] 


vertising mana- 
ger after servic- Jock C. Heath 
ing the account 
for two vears. In 1950 he took ov- 
er the duties of sales promotion 


manager 


Rockwood Appoints Chirurg 


James Thomas Chirurg Co., Bos- 
ton, has been reappointed agency 
for Rockwood Sprinkler Co., Wor- 
cester, Mass. A former Chirurg 
client, Rockwood, which manufac- 
tures both chemical and mechani- 
cal fire protection equipment, has 
been placing its ads direct for five 
vears 


Butler to Lang, Fisher 

Evelyn Gerbracht Butler, for- 
merly with Fuller & Smith & Ross, 
Cleveland, has been appointed a 
copywriter for Lang, Fisher & 
Stashower, Cleveland. 


Chicago & Southern 
dent of the agency 


to right are George 


Abe Issa, managing director of the hotels; Robert Wilson 


E. Bounds, director of public relations and advertising for C&S; 


presi 
Sam Levey, manager of the Myrtle Bonk, 


Richard Laughlin, agency chairman of the board, and Harry 
Jones, C&S representative in Jamaica 


Eskilson Joins Doyle Dane 

Richard E. Eskilson, formerly 
copywriter with L. Bamberger & 
Co., Newark, N. J., department 
store, and Lawrence Fertig & Co., 
New York agency, has joined 
Doyle Dane Bernbach Inc., New 
York agency, in the same position. 


Shane Names Rudolph 

Leonard Shane Agency, Los 
Angeles, has named Rudy Rudolph, 
in the sales department of Amer- 
ican Broadcasting Co., as com- 
mercial manager. The agency also 
has named Bill Crago radio-TV 
director. 


bod 


INT-OF-PURCHASE is your last 
chance to clinch the sale. And the 
space in your dealers’ stores is free! 
So cash in on the pulling power of 
your advertising program with dy- 
namic, attention-getting PF decals! 


Jeati 


ort services, end 


Wr. 2. Cal. the PF 


decal merchandiser, says: 


SPOTLIGHT YOUR 
BRAND NAME 
WITH PF 
NAMEPLATE 
DECALS 


Vividly-colored nameplate decals like 
those illustrated as well as decal vol- 
ances, window decals, deoler-service 
decals, product decoration decals — al! 
stick to their jobs of turning impulse. 
into sales! 


bli. : 


without 


PF DECALS . 


your last link between advertising and the sale! 


Please send me your Dept. AA! 
FREE BOOKLET “DECAL-WAYS TO SALES!” 
with samples of PF decals : 
. Nome... ccenentncennceat ra 
* Firm . ae 
Address pee = 
City Zone State 


PALM, FECHTELER & CO. 


220 west 42 STREET, 


New voen is, wm. ¥.. 


+ 2 2s" 


ye 4 5 ; 
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Copy Approach for Kreml Magazine Drive 
Based on Research and Consumer Testing 


New CANAAN, Conn., Jan. 9— 
R. B. Semler Inc. started a new ad- 
vertising campaign for Krem|] hair 
tonic with a two-thirds-page ad 
in the Jan. 7 issue of Life. 

The campaign, prepared by 
Monroe F. Dreher Inc., New York, 
highlights Krem|'s “floating oil 
feature as a product advantage, 
and plays up the separation quali- 
ties of the product as an important 
aid in accomplishing good hai 
grooming. 

Basis for the new copy approach, 
the agency explains, is research 
and consumer testing. Eighteen 
months of special consumer studies 
in the men’s toiletries field, it is 
claimed, have gone into building 
the new campaign 


campaign to run for an indefinite 
number of weeks. 

Further development and expan- 
sion of the schedule is being 
planned. 


California Four A’s Elect 


Carl M. Heintz, president of 
Heintz & Co. Los Angeles, has 
been elected chairman of the board 
of governors of the Southern Cal- 
ifornia chapter of the American 
Assn. of Advertising Agencies 


Others elected are: vice-chairman, | 


Lee Ringer, president of Lee Ring- 
er Advertising, and _ secretary- 
treasurer, Jack Privett, v.p. of 
Mogge-Privett. Elected directors 
were A. W. Neally, v.p. of Batten, 
Barton, Durstine & Osborn, and 
R. H. Nagle, v.p. of Erwin, Wasey 


| & Co. 


8 Two-color black-and-yellow ad- | 
vertisements will dramatize the 
separation quality of the hair tonic 
and show the grooming agent in 
the top portion of the bottle as a 
lemon yellow oil and the condition- 
ing agent as a colorless, translucent 
liquid in the bottom of the bottle 
Copy will emphasize the desira- 
bility of Kreml's separation quali 
ties, and that when shaken before | 
using each ingredient will blend 
with the other in a balanced form- | 
ula 

To arrive at the so-called “one- 
two” copy approach, the agency 
employed a series of interviews, 
conducted by an outside investi- 
gating organization. The _ inter- 
views were aimed at surveying a 
representative cross-section of the 
mass market of potential hair 
tonic users, AA was told. 


@ Men questioned were in all 
walks of life. They were shown 
advertisements for three different 
hair tonics, along with correspond- 
ing product samples. Kreml was 
sampled against two high-rating 
competitors. 

After a man had looked at three 
sample ads, he was asked which 
of the three products offered him 
were what he wanted most in a 
hair tonic. Because brand names 
were blotted out of each ad, the 
question was designed to keep the 
respondent from subconsciously 
favoring any advertisement by 
reason of its appearance, and to 
focus his mind solely on the copy 
appeal of each ad. 

The Kreml ad selected in the 
majority of cases, AA was told, 
reflected the findings of a nation- 
al survey which made a cfross- 
section study of 4,000 men. It was 
found that 70% of the men inter- 
viewed who buy hair tonic buy 
it first to achieve a well-groomed 
look, and secondly to keep their 
hair in a healthy condition. 


@ When a man had selected the 
product he favored most, on the 
basis of copy approach only, the 
investigator then produced bottles 
of the three different hair tonics 
The investigator then offered the 
man an opportunity to buy, in ap- 
preciation of his time, any one of 
the three hair tonics tested for 
25 cents. A majority of the men 
tested, according to the agency, 
were willing to pay 25 cents for 
Kreml, which, it was pointed out, 
demonstrated the sales-making 
value of the copy in the ad read 
by the respondent. 

The Krem! bottle and label have 
been designed to dramatize the 
new advertising approach. The 
new bettle has a molded top por- 
tion which holds and displays the 
product’s grooming agent when it 
is “settled up” before shaking. 

Space of from one-half to two- 
thirds pages will be used in Life, 
Newsweek, The New Yorker, Path- 
finder, The Saturday Evening Post, 
Sporting News, Time, U. S. News & 
World Report, and both New York 
and national editions of This Week 
Magazine, during the introductory 


Industrial Surveys Adds 3 
Three people have joined the 

New York and Chicago staffs of 

Industrial Surveys Co. 


(Brad) Perrin returns to the mar- 
keting field from his cattle farm- 


ing business as a v.p. in the client 
service division, Chicago. William 
Dignam, most recently director of 
information and assistant to the 
president of Broadcast Advertising 
Bureau, joins the New York staff 
to direct a public relations pro- 
gram. Dwight Spencer, formerly 
with A. C. Nielsen Co., has been 
appointed manager of Industrial 
Surveys’ retail audit operations 
in Chicago. 


Phillips Elected V. P. 

Alfred N. Phillips, publisher of 
the Review, Darien, Conn., for the 
past 29 years, has been appointed 
executive v.p. and elected a mem- 
ber of the board of directors of 
Greater Weeklies Associates, New 
York, an organization of 200 week- 
ly papers in the U. S. which acys 
as advertising representative for 
its members 


Campbell Joins Blair-TV 

Tom Campbell, formerly of the 
Branham Co., New York, has been 
named an account executive in 
the New York office of Blair-TV, 


W. B.! video station representative. 


‘~ DAY-GLO’ 


p Fluorescent 


Make your messages 
each out anal grab ém 


A eee 


Gimbel Promotes Weisman 
Richard C. Weisman, manager of 
direct mail for Gimbel Bros., Phil- 
adelphia, has been promoted to 
manager of special features for the 


Only One Station 
gives you the 


73 
department store. He succeeds 
Reeves Wetherill, who has been 
appointed manager of the Saks 


Fifth Avenue shop to open in Phil- 
adelphia soon 


KCMO reaches 9.5% more radio 
homes than any other Kansas 
City station.* That's a big bo- 
nus. It means you get the best 
coverage of the e-x-p-a-n-d- 
i-n-g Mid-America Market at 
one low COSt, using one station 
and one rate card. Call or wire 
KCMO collect for full details. 
*A fact, proved by the continuing 
Conlon ‘Study of Listening Hab- 


its’ in Mid-America. 


$0,000 WATTS. 


4 125€. 3) © Kansas City, Me. 
or THE KATZ AGENCY 


with 


= 


Five incomparable DAY-GLO Daylight Fluorescent colors 


can make your sales messages sing a siren song. From dawn to 


dusk —all through thegday —DAY-GLO colors reach out and 


grab prospects —catch and hold attention —stimulate action. 


DAY-GLO* Daylight Fluorescent colors—the brightest colors 
in the world—automatically draw peak-traflic attention to 


your sales story —add interest and impact to your outdoor 


Daylight 


Colors 


convenience, without obligation of course. 


posters. transit ads. inserts. point of sale, direct mail. 


If you want to know how to use DAY-GLO Daylight Fluores- 
cent colors to make your advertising really reach out and 
grab readers —make it stop and sell more prospects —make it 
visible up to four times as far—there’s an expert DAY-GLO 
Color Consultant near you. He is at your service, at your 


For complete information ' fill out and return the coupon below. 


SWITZER BROTHERS, INC. 
4732 ST. CLAIR AVENUE 
CLEVELAND 3, OHIO 


LAWTER CHEMICALS, INC. 


_ $554 TOUHY AVENUE 
_ CHICAGO 45, ILLINOIS 


Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with color card. 


VaMe 


COMPANY NAME 


ADDRESS 
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United Whelan Names Rabott 


United Cigar-Whelar Store 
Cor Ne York, ha named 
Ww i Rabotf a tant to Leo 
bert nh p ind genera i! 
wer of the Wj t Mir 1 
ff f ner pre ‘ {f Sontag 
Drug Store and forme board 
hairman of S t Drug ¢ A 
have headquart the om 
pat ls Angele iffice, where 
re ' im expansion pro 
uf 1 for the United Cigar-Whelar 
Store of Califor i 
Norton Merges Accounts 

Norton ¢ Worcester Mas 
snd Norton Behr-Manning Over- 
eas lr » subsidiar have ap- 
pointed Foreigr Advertising & 
Service Bureau, New York, to han- 
die export advert ng, effective 
Jan. 1. The account, formerly han- 
died by Irwin Viadimir & Co., will 
make extensive use of direct mail 
busine paper advertising, point 
of sale displays, souvenirs and mo 


tion picture 


A 2 oc ae Ate 


; PUBLISHERS OF EBONY + JET*+ TAN CO 
; - 1820 SOUTH MICHIGAN AVENUE + CHICAGO ILLINOIS 


TV Film Guide Published 


The first issue of “TV Film 
Program Directory published by 
Broadcast Information Bureau, 
New York, has been mailed to 

ibseribers to the new service. The 
107-page directory, which will be 
reissued monthly, lists more than 
2,000 feature films and series that 
ure available for video with data 


on open markets, advertisers who 
used each, year film was released, 
leasing fee range, etc 


NBC Appoints Eakin 


Elliott Eakin, advertising pro- 
motion manager of Sales Manage- 
t for last six years, has 
joined the spot sales department of 
National Broadcasting Co, New 
York 


David Kendall Resigns 

David M. Kendall nas resigned 
as executive v.p. of Christian Dior 
Perfumes Corp. New York, ef- 
fective Dec. 31. He will announce 
his plans in the near future 


men the 


Your national advertising is 


of the active Negro market! 


Largest circulated Negro publication in the world! 


Sunday Edition 


126,876 Sr: 
, cry tone 


REPRESENTED NATIONALLY BY 


@ You can reach 82,666 Homes Daily 


a 


Sell Your Product in the 
ROCKFORD MARKET 


119 Cities and Towns in 14 Counties located in Northern 
Hino and Southern Wisconsin 


98,015 with 


a 6 ¢ eftan 
TRADING TONE 


403,500 


ROCKFORD MORNING STAR 
Rockford Register- Republic 


BURKE KUIPERS & MAHONEY, INC 


aloha 


oP. 
~ Fit 


FREE FOR HUDSON—This is the business paper ad that Pusey & Jones is running for 


Hudson Pulp & Paper Co 


pointing up the role P&J played in the new addition to 


Hudson's Florida mill 


-— Hudson Pulp’s Mill Opening Serves 


as Occasion for Lots of Publicity 


New York, Jan. 8—When the 
Hudson Pulp & Paper Corp. opened 
a new addition to its Palatka, Fla., 
mill last month, an alert public re- 
lations department used the occa- 


| sion for page on page of suppliers’ 


| advertising 


incomplete without EBONY coverage - 


| modern and 


| 


promoting the 
advantages of the new mill 

At about the same time the plant 
opened a letter went out to all the 
major suppliers to the mill. The 
idea for the letter came from Mur- 
ray Gross, assistant to the director 
of advertising and sales promotion 
of Hudson, and was implemented 
and carried out by the ad chief, 
Richard C. Staelin. The letter, 
signed by Mr. Staelin, read as fol- 
lows 


many 


Your firm is responsible for the in- 
stallation of the [whatever the installa- 
tion was! at the new addition to our mill 
at Palatka, Florida 

“This mill is currently one of the most 
ip-to-date paper mills in the 
are quite sure that you are 


country. We 


proud of the part that you played in its} TV. “Assembly 


construction 
‘From time to 
casion in your promotional 


time you may have oc- 
and advertis- 
ing program to point with pride to achieve- 
ments such as this. If you wish to use 


Taking a cue from these letters, 
Hudson asked its salesmen to soli- 
cit endorsements from other com- 
panies like Howard Johnson's, 
Mennen Co., Parke, Davis & Co., 
Prince Matchabelli, Topp’s Chew- 
ing Gum Ine. Glenwear Inc., 
Graybar Electric Co., Simplicity 
Pattern Co. and McGowan-Educa- 
tor Food Co 


Ford Foundation Starts 
Second Regular Program 


The second regular series to 
make its debut under the auspices 
of the Ford Foundation’s TV-Ra- 
dio Workshop “The People 
Act,” a documentary based on 
community problems. The program, 
broadcast over CBS, started Jan. 
6 at 10:15 p.m., EST. Time is be- 
ing donated by Columbia, while 
the workshop pays the produc- 
tion costs. At a later date the show 
may be offered for sponsorship. 

One other workshop production 
is being aired currently over NBC- 
Six,” which is a 
material gathered 


1S 


summation of 
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NBP Membership Up 6: 
3 Are ABC, 3 Are CCA 


National Business Publications 
Inc. began 1952 with a total mem- 
bership of 129 member publica- 
tions as a result of the addition 
last week of three new Audit Bu- 
reau of Circulations and three 
new Controlled Circulation Audit 
publications 

New members are Western Con- 
struction (ABC) and Implement 
Record (ABC), published by King 
Publications, San Francisco; Prod- 
uct Design & Development (CCA), 
published by Franklin H. Johnson 
Inc.. New York; American Gas 
Journal (ABC), published by 
American Gas Journal Inc., New 
York; Coal Heat (CCA), published 
by Coal Heat, Chicago; and Hard- 
ware & Housewares (CCA), pub- 
lished by the Irving-Cloud Pub- 
lishing Co., Chicago. 


Ted Baldwin Sets Up 
Video Sales Division 

Ted Baldwin Inc., New York 
public relations counselor, has set 
up a new television division to 
provide counseling service to sta- 
tions, to produce programs and to 
represent several Hollywood video 
film producers. 

Associated with Mr. Baldwin in 
this expansion will be John R 
Markey, former agency man and 
motion picture consultant, and 
Charles B. Tranum, TV producer- 
director-emcee, as v.p.s. 


Biow Names Miss Webster 
Lucille Webster, with Biow Co. 


| since 1943, has been appointed bus- 


| iness manager of the agency's ra- 


at the United Nations meetings in 


Paris. 


our name in your advertising or promo- KMHL Joins ABC 


tional literature, please submit your pro- 


posed copy to us. We will approve such 
references as we consider factual in 
good taste, and reflecting credit on all 


parties concerned 


@ Response—and, 

the speed of response—shows that 

Hudon hit on the right gimmick 
One letter, to the Pusey & Jones 


Corp., which built and installed 
the new paper making machine, 
went out Dec. 3. On Dec. 6 Mr 


Staelin was in Palatka to take part 
in the opening ceremonies, at 
which Gov. Fuller Warren made 
the dedication 

In the midst of the turmoil Mr 
Staelin was cornered by a Pusey & 


Jones official who showed him 
proposed layout and copy for a 
two-color spread which P&J 


wanted to run in business papers 
The ad was approved and is run- 
ning currently 

Other companies have gobbled 
the bait, to mutual advantage, with 
almost equal speed. Advertisers 
that are now plugging their roles 
at the Hudson mill include Swen- 
son Evaporator Co., General Elec- 
tric, Westinghouse, Traylor En- 
gineering & Manufacturing, Im- 
proved Paper Machinery Corp., 
Babcock & Wilcox Co. and J. O 
Ross Engineering Corp. Requests 
for copy approval from others are 
still coming in 


e This latest public relations ef- 
fort by Hudson is an outgrowth of 
a somewhat similar promotion be- 
gun a year and a half ago for Hud- 
son's Blue Ribbon tape 

Every so often, an unsolicited 
testimonial would come in from 
executives of companies using the 
tape in their packaging operations. 


in some cases, | 
A 


KMHL, Marshall, Minn., has af- 
filiated with American Broadcast- 
ing Co. as the 301st radio affiliate 
of the network. The 250-watt sta- 
tion operates fulltime. KDMA, 
Montevideo, Minn., which joined 
BC on Dec. 15, was the 300th 
affiliate. 


dio-TV program department in 
New York. She will continue to 


| Supervise legal and budget con- 


trol for Biow. 


Appoints Grady, Griffin 

Quakertown Sales Co., Quaker- 
town, Pa., has appointed Grady, 
Griffin & Brugger, New York, to 
handle radio and newspaper ad- 
vertising. 


Here's What We Read! 


If you want full information about 
our coverage drop us a line asking for 
our Booklet No. 60 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 
Booklet also contains some interesting 
information about our method of han- 
dling clippings. Beoklet Ne. $0 ‘Maga- 
zine Clippings Aid Business” cells 
how the service is used by business 
organizations and their agencies. 


BACON'S CLIPPING BUREAU 
Business Papers @ Farm Publications 

Consumer Maga 
343 So. Dearborn St., 


Chicago 4 


CHICAGO CARDBOA RD COMPANY 


1240 N WOMAN AVE CHICAGO Si ILLINOIS 
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Shulton’s Budget 
Is Increased for 
Toiletries, Soaps 


New York, Jan. 8—A in 
advertising expenditures for 1952 
was announced last week by Shul- 
ton Inc., which said that copy for 
its products would run in maga- 
zines, newspapers and business | 
publications | 

The company said separate cam- 
been scheduled for! 
Old Spice (men’s line), Early 
American Old Spice (women’s 
line), Shaulton’s soaps, Shulton 
stick colognes, Friendship’s Gar- 
den and Desert Flower. 

Old Spice shaving creams and 
lotion will continue to get year-| 
round advertising, with an in- 
creased schedule for 101 issues of | 
these magazines: Argosy, Chris-| 
tian Science Monitor magazine, 
Collier's, Esquire, Look, Parade, 
The New Yorker, The Saturday 
Evening Post, This Week and True 


boost 


paigns have 


@ A separate Father's Day cam- 
paign on Olid Spice shaving sets 
will run in full color in Christian 
Science Monitor, Good Housekeep- 
ing, Life, Look, Parade, The Sat- 
urday Evening Post, This Week 
and Today's Woman 

A new fragrance product, Liquid 
Petals, a cream-perfume, will be 
introduced into the Friendship’s 
Garden line in March, with full- 
color ads in Ladies’ Home Jour- 
nal, Look, Redbook, The New 
Yorker, Today's Woman, Vogue 
and Woman's Home Companion. 

Restyling of packaging on the 
entire Desert Flower line will be 
promoted via a campaign appear- 
ing in eight magazines, starting in 
March. Charm, Harper's Bazaar, 
Ladies’ Home Journal, Redbook, 
The New Yorker, Today’s Woman, 
Vogue and Woman’s Home Com- 
panion vill be used. 


® Early American Old Spice will 
be featured in color ads scheduled 
for the spring months in Good 
Housekeeping, Ladies’ Home Jour- 
nal, Redbook, Seventeen, Woman's 


Home Companion and the Dell 
Modern Group (Modern Romances, 
Modern Screen and Screen 


Stories). 

Beginning in March, there will 
be full-page b&w ads in Harper's 
Bazaar, The New Yorker and 
Vogue for Shulton soaps. Shulton 


stick colognes, introduced last 
summer, will be promoted via full- 
color advertisements, appearing 


between March 22 and June 20, 
in Charm, Good Housekeeping, 
Ladies’ Home Journal, Redbook, 
Seventeen, The New Yorker, To- 
day’s Woman and the Dell Modern 
Group 

The Wesley Associates, 
York, is the Shulton agency. 


New 


Hoener Heads ‘Timberman’ 

Edgar P. Hoener has been 
elected president, treasurer and 
publisher of Timberman, lumber 
publication published in Portland, 
Ore. He succeeds the late George 
F. Cornwall, founder, with whom 
Mr. Hoener has been co-publisher 
since January, 1950. 


Du Benay to Friedman 

Du Benay Undergarment Co 
has appointed Leon A. Friedman, 
New York agency, to handle its 
account. Fashion magazines, busi- 
ness papers and direct mail will 
be used. Williams Advertising, 
New York, is the previous agency. 


S&S Promotes Miss Haubold 

Irma Pezzia Haubold, with 
Street & Smith, New York, for 26 
years, has been appointed execu- 
tive assistant to the president of 
the company. 


Heinrich Adds Sta-Rite 

Don Heinrich Advertising, Pe- 
oria, IIR, has been appointed by 
Sta-Rite Ginnie Lou Co., Shelby- 
ville, Ill, manufacturer of bobby 


pins, to direct its advertising. | 


WSAU Changes Hands 


The Federal Communications 
Commission has approved assign- 
ment of the broadcast license of 
WSAU, Wausau, Wis., 
Journal! Co., Milwaukee, to WSAU 
Inc., a Wausau company. Journal 
Co., publisher of the Milwaukee 
Journal, sold the Wausau station 
for $160,000. The principals of the 


Tomek and C. Charles Lemke, both 
of Wausau. 


Brunn Named Art Director 


James Von Brunn, formerly art 
director of Benton & Bowles in 
New York and prior to that as- 
sistant art director of Batten, Bar- 
ton, Durstine & Osborn in New 
York, has been appointed 
rector of Westheimer & Block, St. 
Louis advertising-public relations 
agency. 


Bristol Appoints Wilson 


Bristol Laboratories Inc., Syra-| nolds, 


cuse, N. Y., penicillin producer, 
has appointed Robert E. Wilson 
Inc., New York, to handle domestic 
journal advertising, publication of 
the “Bristol Digest” and direct 
mail programs 


from the} 


art di-| 
| cal industries. 


D. A. C. McGill Joins ‘ID’ 

D. A. C. McGill, formerly editor 
of Distribution Age, a Chilton pub- 
lication, has been appointed associ- 
ate editor of Industrial Distribu- 
tion, a McGraw-Hill publication 
He succeeds John Farley, who has 
joined Kenyon & Eckhardt as an 
industrial public relations repre- 
sentative. No successor to Mr. Mc- 


buying organization are John R.| Gill has been appointed as yet. 


| Tri-Clover Names Nissen 


Robert L. Nissen, formerly ad- 
| vertising and publicity manager 
of Flexonics Corp., Maywood, II, 
has been named advertising and 
promotion manager of Tri-Clover 
Machine Co., Kenosha, Wis., man- 
| ufacturer of sanitary fittings for 
dairy, food processing and chemi- 


Elects Reynolds President 


Colman, Prentis & Varley, New 
| York, has elected Geoffrey Rey- 
executive v.p., president 
of the agency. At the London of- 
fice, Mr. Reynolds was accounts 


supervisor on international and 
domestic accounts. He replaces 
Lawrence Radice, who resigned 


about two months ago 


Names Weyeneth Sales Head 
Construction Methods & Equip- 
ment, a McGraw-Hill publication, 
has appointed Eugene E. Weyen- 
eth advertising sales manager. It 
is a newly created position. Mr 
Weyeneth, before joining CM&E in 
1951 in a research position, was 
associated with Montgomery Ward | 
| Business Equipment Co. and Cat-| 
|erpillar Tractor Co j 


STRONGES 


IN INFLUENCE AND PRESTIGE with tre 


nation's top furniture and home 


ings store buyers, REVIEW is uniquely 
Published by NRFA, REVIEW 
is looked upon by retailers as ‘‘our own 
magazine’. Write for full deta''< todcy 


powerful. 


Published by MATIONA 
! ASSOCIATION 


* 666 Loke 


Ryerson Named Inland S.M. 

Inland Steel Co., Chicago, has 
promoted Anthony M. Ryerson, 
assistant general manager of sales, 
to general sales manager. He suc- 
ceeds John F. Smith Jr., who re- 
cently was elected v.p. in charge 
of sales. Benton J. Wilner and 
Clarence L. Holmberg have been 
appointed assistant managers of 
sales 


furnish- 


L RETAIL FURNITURE 


Shore Orive * Chicoge 11 


reaches 


MORE 


than aay 


Selling medium 


in the 


Oregon Market! 


other 


Spark the buying appetites of 


Oregon 


the Oreg 


women and their families with 


onian | 


PORTLAND OREGON 


Che 


Bregonian 


ed 


Bite pn 
The Oregonian 


leads in advertising 
Grocery Stores 
-..with 277 stores 
against the second 
paper's 229 
+--@ 21% lead! 


LARGEST CIRCULATION IN THE PACIFIC NORTHWEST 


222, 


562 Daity 278,376 SUNDAY 


Represented Nationally by MOLONEY, REGAN & SCHMITT, Inc. 
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Every month... 


... DEFINITELY A 770a4or MARKET! 


PEORIA JOURNAL STAR 
Daily Coverage Ratio-to-Homes . . 


96% 


Varied Industries Assure Stability... 


Caterpillar, LeTourneau, Hiram Walker, Keystone, 
Pabst, Hyster, American Distilling, Commercial Sol- 
vents and Corn Products are just a 
politan Peoria’s 211 fast-growing industries. Total 
employment is at an all-time high 
than in 1945. 


PEORIA * 


few of metro- 


- 30% more 


JOURNAL STAR 


Daily Circulation Exceeds 100,000 
Nat'l. Reps.. WARD-GRIFFITH CO., INC. 


Not just babies . . 
a quarter-million men, women and children 


Deepfreeze Names Gibbs 

H. Louis Gibbs, formerly sales 
promotion and advertising direc- 
tor of Charles Ford & Associates, 
Chicago, business broker, has been 
appointed to the sales promotion 
staff of Deepfreeze appliance divi- 
sion, Motor Products Corp., North 
Chicago, Il 


Whelpley Named Ad Director 

James W. Whelpley, assistant 
advertising manager, has been 
promoted to advertising director 
for the Boston Chamber of Com- 
merce magazine, “Boston Busi- 
ness.” He succeeds the late Frank- 
lin Bancroft. 


‘TV Digest’ Circulation Up 

TV Digest, Philadelphia, area 
program-feature weekly magazine, 
has reached a circulation of 135,- 
000, which it claims is greater than 
any other magazine being circu- 
lated in the Philadelphia area 


Art Department Moves 
Art Department Inc., New York, 
has moved to 140 E. 39th St. 


. a complete market of 


. ready-made each month! 


a new market the size of Des Moines... 


but does your business get its share? 


Twenty million more people since 
19140... now 250,000 more people 
each month ... that’s the rate of 
America’s amazing growth. And 
your opportunity for greater sales. 


Obviously, you won't find all 
these people in a single place. Nor 
population grown evenly 
America’s 3000-0dd 


has the 
throughout 
counties, 


And yet there is a way to locate 
these potential customers, fo find 


just where they Sy nd their monen 


Amazing increase—AND greatest shift 
-~of people and sales in U.S. histery 
To help you put your sales figures in 
proper perspective with the pofentia 
the J. Walter 
Thompson Company has just pub 
lished its Seventh Edition of PopULA 
TION AND ITS DISTRIBUTION 
completely new compilation of essen 


of today’s market 


This is a 


tial marketing data based on the final 
U.S. Census figures for 1950 


This book, the only work of its 


kind, reflects the greatest shift in 
population and sales in our history. 


What this book tells you 


@ Population: the numbe r of people in all 
places of more than 2500. Actual shifts in 
population in all principal market areas 


@ Retail establishments by number and 
type, sales volume by kinds of business 
for all places with more than 2500 people 


@ Number of occupied dwellings, location 
of leading markets an enormous 
amount of other essential data, listed, and 
shown on detailed maps, for every county 
in every state 

Far more useful and accurate than 
the traditional method, designation 
of urban markets in POPULATION AND 
ITS DISTRIBUTION is by one or more 
central cities and the surrounding 
territory they dominate. 


This book is an indispensable tool 
for those who wish to increase sales. 


J. WALTER THOMPSON CO.,, Dert 


Crentlemen 


201, 


Make sure of your copy—write at once 
To assure getting your copy, we urge 
you to mail the accompanying coupon 
at once! We will mail a copy to you— 
prepaid—for 5 days’ free examination. 
Even a casual look will convince you 
of its value. 

If POPULATION AND ITS DISTRIBU- 
TION fills a need in your business, as 
we believe it will, remit your check 
for $15, and the book—with all its 
possibilities for increasing your sales 

will be yours to make the most of. 


New 1951 Edition 
provides latest 
Census data, 
arranged by 
the J. Walter 
Thompson Co. 

. published 
by McGraw- 
Hill. 


420 Lexington Ave., New York 17, N. Y 


Send me the Serenth Edition of POPULATION AND ITS DISTRIBUTION, 
postpaid, for free examination. I will either remit $15 payment in full 
or return the volume, with my reasons for returning it, within 5 days. 
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Chicago Industrial 
Editors Establish 
Board of Review 


Cuicaco, Jan. 8—Aimed at the 
over-all improvement of editing 
standards in the industrial publica- 
tion field, the Industrial Editors 
Assn. of Chicago has established a 
board of review, to which mem- 
ber editors can send their publica- 
tions for free evaluation 

Fields in which submitted pub- 
lications will be evaluated include 
production, photography, editorial 
balance, typography, design and 
layout and writing. Six copies each 
of two consecutive issues are re- 
quired by the board for evalua- 
tion 

The Industria] Editors’ Assn. 
plans to award certificates of ex- 
cellence to those publications re- 
ceiving high ratings in all cate- 
gories 


® Board members, each a recog- 
nized authority in various phases 
of the graphic arts, are: Craig R 
Spicher, educational director of 
Miehle Printing Press & Mfg. Co.; 
Frank B. Marshali, v.p. of Under- 
wood & Underwood Illustration 
Studios; Henry F. Tobler, indus- 
trial relations manager, Jefferson 
Electric Co.; Taylor Poore, art di- 
Tempo Inc.; Fred Bartz, 
president, Harry Baird Co.; Garth 
Bentley, ad manager, Seng Co., 
and Donn Sutton, public relations 
counselor, Borg-Warner Corp. 
Chairman of the board is Philip 
R. Miller, of Corn Products Re- 
fining Co 


rector, 


Lees & Sons Plans TV Show 


James Lees & Sons, Bridgeport, 

Pa., carpet manufacturer, has an- 
nounced plans for a half-hour TV 
show, “Meet the Masters,” featur- 
ing well-known concert musicians 
and scheduled to be telecast in 35 
major markets on Sundays, from 
| mid-February to April and from 
September to November. Specific 
| times and stations for the program 
are not available at the present 
time. D'Arcy Advertising Co., New 
York, is the agency. 


| 
Sale of Norge to Admiral Off 


Negotiations for the sale of the 
Norge division of Borg-Warner 
Corp., Chicago, to Admiral Corp., 
Chicago, have been broken off be- 
cause the two companies have 
failed to reach a “satisfactory mu- 

| tual agreement.”’ Borg-Warner of- 
| ficials say no other negotiations 
for sale of the division are in pro- 
gress. 


‘Sweet Elected Pure Oil V.P. 


L. W. Sweet, general manager 
of the marketing division of Pure 
Oil Co., Chicago, has been elected 
v.p. of retail marketing, succeed- 
ing R. H. McElroy Jr., who has 
resigned to devote full time to his 
personal affairs. Mr. Sweet has 
been with the division since 1933. 


First Bank Names McMurphey 


The First Bank of Milwaukie, 
Ore., has appointed George W. 
McMurphey Advertising, Port- 
land, Ore., as its agency. 


Gilman Leaves Colgate 

John R. Gilman has resigned as 
a v.p. of Colgate-Palmolive-Peet 
Co., Jersey City. Future plans will 
be announced shortly. 
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Magazine Income 
Up 12% in ‘51, 
PIB, AA Find 


New York, Jan. 10—The nation’s 
advertisers plunked down the fat 
sum of $484,948,904 for general 
magazine advertising during 1951, 
an increase of 12% from their 1950 


expenditure of $432,454,002, ac- 
cording to figures compiled by 
Publishers Information Bureau 


and ADVERTISING AGE 

And an additional $47,252,611 
was spent in 44 farm publications 
last year, as compared with $44,- 
514,568 the previous year, a gain 
of 6%. 

All PIB calculations, and most 
of AA's figures, are based on one- 
time rates, and do not take into 
account the frequency discounts 
offered by many publications 

Magazine sections distributed | 
with Sunday newspapers and 
measured by PIB (The American 
Weekly, Parade and This Week} 
Magazine) accounted for an ex-| 
penditure of $40,014,591 in °51,| 
down 8% from the $43,529,188} 
spent in '50. 


@ Other magazine sections and 
comics measured by PIB (First 
3 Markets Group, New York Her- 
ald Tribune edition of This Week, | 
New York Mirror Magazine, New 
York Times Magazine and Puck— 
The Comic Weekly) carried $19,- 
531,225 in advertising ‘last year, a 
drop of 2% from the previous! 
year’s total of $19,921,693. 

Revenue of 20 Canadian and} 
foreign magazines, as reported to 
Magazine Advertising Bureau of 
Canada and ADVERTISING AGE, to-| 
taled $16,450,885 for 1951, an in- 
crease of 36% over 1950's total 
of $12,111,528. 


8 Life led the revenue parade for 
the fifth straight year in 1951, 
racking up $91,519,576 in gross rev- 
enue, an increase of 13.9% over 
last year’s total of $80,365,507. 

The Saturday Evening Post and 
Time were second and third, re- 
spectively, once again. The Post 
billed $66,676,911, a 55% jump 
from its 1950 figure of $63,180,611, 
while Time scored a thumping 
25.9% increase, from $23,793,870 
in ‘50 to $29,950,738 last year. 

Ladies’ Home Journal, despite 
another slight drop in revenue 
(0.7% last year; 1% off in 1950), 
held onto fourth place, with total 
revenue of $22,318,862. 

Better Homes & Gardens, sixth 
in 1950, traded places in 1951 with 
This Week Magazine, 1950's fifth- 
placer. BH&G revenue last year 
was $21,937,270 (up 11.7%) while! 
This Week had a total of $20,604,- 
862 (up 1.4%). | 


8 Look and Collier's retained their} 
respective seventh and eighth| 
positions, and each reported aj 
substantial revenue gain. Look, 
topped its 1950 figure by 12.3%, 
with revenue of $19,946,982, and 
Collier’s showed an 8.3% increase 
to $18,835,923 

Good Housekeeping moved up a 
notch to ninth position with a 
$15,722,977 total (up 2.3%), dis- 
placing The American Weekly, 
which suffered a 27% drop in 
revenue, with a gross of $12,513,- 
279 last year 

Newsweek stepped up two places 
to take tenth position, with a fat 
23.7% increase good for $12,597,- 
516. 


@ Once again magazines distrib- 
uted through food stores recorded 
substantial gains, with Woman’s 
Day up 31.4% to $9,378,602; Fam- 
ily Circle showing a whopping 
49% increase to $6,649,756 and 
American Family nearly doubling 
its gross, with revenue of $241,- 


1951-1950 Advertising Revenue of Magazines 


Revenue figures in the following tabulation are based on one-time rates, with a few exceptions 


Most 


of the figures were compiled by Publishers Information Bureau; those publications marked with an * re- 


ported directly to ADVERTISING AGE 


| hopes 


| move, 


NBC Executives 
‘Barnstorming’ to 
Explain New Rates 


(Continued from Page 1) 
been “reevaluated” downward. 
On the other hand, many of 
these same stations are to get a 
daytime increase. 


@ Charles R. Denny, executive 
v.p.; Carleton D. Smith, v.p. in 
charge of station relations, and 
William S. Hedges, v. p. in charge 
of integrated services, are now dis- 
cussing the proposal with major 
stations. Their assignment is to do 
a personal sales job to swing key 
affiliates around to the network's 
way of thinking on this project, 
which NBC considers absolutely 
necessary for the future operation 
of a successful radio network 

Meanwhile, the formal letters 
of notification, informing each 
Station of its network cost sched- 
ule as of July 1, are to be mailed 
by Jan. 15. 

NBC, under contracts with its 
affiliates, does not have to get 
station approval to make the pro- 
posed time cost revisions, but still 
the stations can be con- 
vinced of the advisability of the 
Hence the dispatching of 
three v.p.s for man-to-man talks 
with local broadcasters. It is not 
possible to obtain an itinerary of 
the network's emissaries, buf 
most observers think NBC's most 
immediate concern is AM sta¢ 
tion owners with a sister TV oute 
let—particularly those in one 
station video markets 


® In defending the proposed rate 
revision, which was worked out 


lafter long, laborious study as a 


woman's and Better Living, earned 
$1,492,734 and $1,229,645, respec- 
tively, in their first year of oper- 
ation. 

Quick, which did not start to 
accept advertising until April, 
1950, took in $945,807 for the full 
year of ‘51, as compared with 
$145,462 for the last nine months 
of '50, a gain of 550%. 

Only four publications (in addi- 
tion to American Weekly) in the 
multi-million-dollar category had 
appreciable percentage losses in 


to $3,078,738; American Magazine, 
down 11.2% to $2,712,206, and 
True Story, off 12% to $2,378,969. 

Among those magazines exper- 
iencing substantial percentage 
gains in revenue last year were 
the following: 

Living for Young Homemakers, 
84.4%; Argosy, 72%; U. S. News & 
World Report, 526%: Today’s 
Woman, 48.5%; Scholastic, 46.1%; 
Western Family, 34.8%; Business 
Week, 33.3%; Charm, 30%; Ebony, 
28.2%, and Fortune, 25.5% 


1951 1 % 1951 950 y, 
Life $91.519.576 365,507 +139  *Movie Life (IWG) ? 3,381 +1218 
Saturday Evening Post 66,676,911 63,180,611 + 55 ‘Intimate Romances (IWG) 7,300 44M +66 
Time 950.738 23,793.87! + “Mowe Stars Parade (IWG) 3.420 1216 +1813 
Ladies’ Home Journal 22,318,862 22,485,163 — 
> NOTE: Publications belonging to groups are shown separately, in order by 
ag Bhar age & saa faye} 270 19. = 228 tag ¥ advertising volume. (FWG) following a publication means Fawcett Wo- 
ead — 19 946 9e2 17765110 $123 men’s Group; (TSWG) means True Story Women’s Group; (DMG) designates 
Collier's 18 835.923 17.997.066 +S 3 | esas eeonman cornted by the group as. a) whale PLUS sueitionsl revemee 
) ne 2 Sor Sie 10 isa 4 +,3) carried by that publication. Figures for publications in the Ideal Women's 
; 7 Group (IWG) inciude ONLY revenue carried by that publication, and NOT 
American Weekly 12,513,279 17,133,298 —27.0 psc carried by the whol 
Woman's Home Companion . 12.410.419 11.775,230 + 54 ee aK, on fe H Mane: 
McCall's 446 186 9.940 858 +151 SEverywoman's, Better Living and Compact were not published during 1950. 
Business Week 9,934,488 7.453.266 ORS | Se ee Lace Om Sees Clay Cee See 
ie Pudbiication after arc issue 
a ¢- = - byte y 4 i ao 33 NOTE: Only national sections of newspaper sections are analyzed 
fae tered 8.752.109 8 353,988 +48 ee anee ph... rn 
The New Yorker 7.899.108 6.919.672 +142 Huati 
ng & Fishing figures for 1951 are based on 1] issues: the 1950 
Puse—The Comie Weekly aya] a ; He figures are Outdoorsman (eight issues only). The publications merged 
> in February 1951, so revenue figures are not comperable 
meg oe ae ‘= — hi ‘Open Road printed only 1] issues in 1951. as against 12 in 1950 
Family Circle 6,649,756 4,462,875 +49.0 2 
First 3 Markets Group 5.224.567 5.746.887 = $3 Canadian and Foreign Magazines 
ng CE ian 3 eat t#3 Publications with an * reported directly to ADvER- 
New York Times Magazine 4.745.130 4.756.409 — 02 TISING AGE; figures for the other magazines were 
E . 4,714,427 4.262.692 +106 f hed b h M 4d B f 
squire ‘ . urnishe »y the Magazine Advertising ureau oO 
U. S. News & World Report 4,711,959 3,086,915 +52.6 : 
Progressive Farmer 4,485,696 4.115.269 + 90 Canada 
Parents’ Magazine 4456 4,337,339 + 1951 1950 
Harper's Bazaar 4.408.870 3,919,660 +125 Maclean's Magazine $ 2.377.635 $ 2,061,942 + & 3 
Holiday a 4,319 4.014.053 + 7.6 | Reader's Digest | 
Successful Farming 4,110,371 3,794,957 + 83 (both editions) 1.779.656 1,465,781 +22.8 | 
Seventeen .... 3,741,579 3.558.801 + 51 —English Edition only 99.637 65,043 +533 
Mademoiselle .. 3.428.471 3,171,563 + 8.1 —French Edition only 26.063 26. an 2 
ba _ Women's Group oT 4 one = re m4 Chatelaine 1,600,412 336,970 +19.7 | 
ouse arden + Canadian Home Journal 1,557,360 1,277,959 +219 
Household 3.086, 346 3,086,932 —— *Time-Canadian 1,372,422 017 +52.2) 
— ee . yy | : Lo a4 — 4 *Life International 1,156,943 573,545 +101.7 
apper’s Farmer ’ : z= *Weekend Picture Magazine 1,000,000 —— | 
Glamour .. 2,781,691 2,474,144 +124 N Libert 94 35.2 
Today's Woman 2.732.291 1.840.527 +S | aa aa ane boa | +3 5 
American Magazine 2,712,206 3.054.472 —1L2 “La Patrie 619,956 7 +29.0 | 
—, —— -_ 3 — =| + . *Time-Latin American 59,607 427,319 +310) 
ational! Geographic . - *Time-Atlantic 441,317 762 +49.2 
Sunset Magazine 2,482,574 2.022 +227 Saturday Night 1434817 419,568 + 36) 
*Popular Science 2.435.609 2.390.213 + 19 Canadian Homes & Gardens 427.651 384.575 +112) 
True Story (TSWG) 2,378,969 2.703.585 —12.0 Le Samedi 282.240 226.125 424.8) 
a ain oH : ro 4 t s rH La Revue Moderne 281.415 242,672 +16.0 
arm nies 131, Y Revue Popul '227 3 
Farm & Ranch wiih oteePate 2a 190 fe2ss = $588 
Southern Agriculturist 2.067.430 2,205,717 — 63 Mayfair +221.738 8, + 16 
rue alain 1.967.187 1.658 +186 * Newsweek. European 
gunners ee. Eb i cae tana: «HESS CMS 
° - "Newsweek -Pacific Edition 8 . + 
Outdoor Life 1.630, 346 1.666.220 — 22 
eos Women's Group 1.629 1,743,246 — 65 NOTE: Advertising revenue summaries made by the Magazine Advertising 
Field & Stream 1,628,932 1,744,028 — 66 Bureau of Canada are based on the actual rates charged, rather than on | 
Redbook .. 1.599.788 1.433.271 +116 the one-time basis which is commonly used in the U. S 
N. Y. Mirror Magazine 1,575,939 1,603,334 = 1.7 Weekend Picture Magazine started publication in September 1951. 
§Everywoman's 1,492,734 oo December 1951 revenue figures for Saturday Night and Mayfair are esti- 
American Legion 1,343,512 Lae me + 6.8 mates only 
Nation's Business 1,300,179 323,152 —17 
§Better Living 1.229.645 — Farm Magazines 
“Western Family 1,213,932 900.377 +348 
es Illustrated +8 rAd ae fy | Figures compiled by Advertising Age. Revenue for 
> aa 1,113,585 920.5 +210 | Capper’s Farmer, Country Gentleman, Farm Jour- 
*Modern Screen (DMG) 1,108,716 1.106.717 +02 nal, Farm & Ranch with Southern Agriculturist, | 
yay ssid ne 4-14 ti Progressive Farmer and Successful Farming, as| 
*Modern Romances (DMG) 000.568 973 963 + 27. measured by Publishers Information Bureau, are | 
Town & Country ; 975.946 781,116 +249 reported in the general magazine tabulation above 
**Quick ‘ 945,807 145,462 +550.2 
N.Y. H'ld. Trib.-This Week 816 763,783 + 69 1951 1950 % 
Argosy See 753.635 438.2 +72.0 Prairie Farmer $1,559,912 $1,315,589 + 18 6 
*Ebony ° ; 717,335 559,495 +28.2 The Farmer 1.409.905 1,192,320 +182 
True Confessions (FWG) 709.824 717.628 —11 bse yn ¥ 1 14 = + nf 3,33 
f 4 | ‘ in Agricultur®: 
Protoplay (TSW) o74 060 $32'735 tea | Poultry Tribune 10's seas 33 
Scholastic Magazines 663,622 173 +46.1 — & ee ae Hs <4 +33 
*. ras armer 
a Sea wnee seade pr +8 Californa, Farmer 676.185 013 t't5| 
" di ‘ 430.521 ihio Farmer 445 5 +10.3) 
Stestin fukn Straus eas +208 | Gahete Farmer 572.384 514.245 +113 | 
Ideal Women's Group 491,349 437,141 +124 | rar eng he bs of Pg 4 +3 
Boys’ Lif ° 471,87: ‘ 5.9 uthern Planter 
Dun's ‘Review id dalsal 371 067 t2a 4 | Western Farm Life 395,938 +26.4 
Gourmet 429.163 353,589 +21.4 per cgy cbse o 4 184 449,303 + 98 
Forbes 412.056 7.464 +186 merican Agriculturist 392.040 347,371 +129 
Hillman Women's Group 784 437.974 — 7.6 | Southern Farm & Home 372.895 381.606 — 2.3 
*American Rifleman 372,131 376.411 — 11 | New England Homestead 365,423 306,450 +192 
Dell Men's Group 156.193 . — 24 Kansas Farmer 363,617 348,819 + 4 2| 
*Screen Stories (DMG) 337.674 352 673 pe Missour: Ruralist 339.893 275,807 +236 
Atlantic 308,425 237.759 +29.7 lowa Farm & Home Register 318.075 255,873 +243 
Elks Magazine 290.218 276.705 + 49 Saaiene fe Grenw 308 id 300,086 aa 
*T 1 ? ‘ ation’s Agriculture 
ae tae 3eS.209 330207 2283 ‘The. Cattleman 235 372 = $207 
*Thrilling Fiction Group 243,750 38,800 + 21 Kentucky Farmer 221,141 171.6% +28.9 
stores: oe RR RRS 
*American Artist 174,353 155,676 +12.0 ontana Farmer-stocuman + 
Ideal f <o dhe , oe 172.811 161,316 > Ta Better Farming Methods 179.438 159,355 +126 
*Eagle Magazine 167 011 141.025 +184 Pacific Poultryman 178,934 153 +16.5 
*Christian Advocate 143,511 122,587 +17.1 Electricity on the Farm 158.880 139,800 +13.6 | 
*Standard Comics Group 140.970 107.050 +317 National Live Stock Producer 134,460 125.316 + 72 
. ‘ 124.520 160 + 36 Arkansas Farmer 100,526 88,325 +138 
True Romance (TSW3) 116.955 60.047 —26.9 Florida Cattleman 77,379 64,766 +195 
*Open Road 115.600 123,374 aon ae Colorado Rancher & Farmer 75,492 66,738 +131 
*Improvement Era 104,117 101,469 + 26 California Grange News 61,892 39.745 +55.7 
*Rotarian : 101,787 98,524 + 33 — Farmer oi = 749 + 9.4 
Motion Picture (FWG) 1. 19,603 — 366.2 airymen’s League News 4 43,315 + 22 
Fawcett Screen Unit 90.241 178,796 —495 Ohio Farm Bureau News 35,414 39. 380 —101 
§Senior Prom .. 86.838 340,014 me | Cooperative Digest 15,386 15,303 + 05 
Ideal Movie Group 82,433 92.864 —11.2 — gDecember 1951 revenues for Ohio. Michigan and Pennsylvania Farmer 
po comay Le ny hg ee RR 4 +53 were estimated by each publication 
Radio and TV Mirror (TSWG) 56.284 73,800 —23.7 
“American Forests 3,305 44.857 +18.8 Canadian Farm Magazines 
True Experiences (TSWG) 616 54,171 —28. 
True Love Stories (TSWG) 32.833 36,111 —91 eee pe soph 4 bosy 4 t ry 
| §*Compact 31, — J ’ . 
*Child Life 560 13.527 +118.5 {Western Producer figures are for November 1949 through November 1950 
Personal Romances (IWG) 18,005 40,356 —55.4 and November 1950 through November 1951. 
322 last year i —- in 1951. They were First Agency Elects Vohs a V. P. 
Two newcomers to the food- Markets Group, down 9.1% to Th ' i 
» © omas R. Vohs, account super- 
store-distributed field, Every- $5,224,567; Cosmopolitan, off 18.7% » 


visor of Anderson & Cairns, New 
York, has been elected a v.p. of 
the agency. Mr. Vohs has spent his 
entire business career with the 
agency and its predecessor, John 
A. Cairns & Co., having joined the 
latter organization in 1946. He was 
graduated from Colgate in '43 and 
was a PT-boat officer during the 
war. 


Bach Boosted to Copy Head 


Dary W. Bach, on the copy staff 
of Hoag & Provandie, Boston agen- 
cy, has been promoted to copy 
director. 


part of NBC's over-all economic 
reorganization, representatives of 
the network point out that, while 
their plan means a realistic re- 
adjustment for stations which 
must compete with TV for the 


| nighttime audience, it is set up in 


a way designed to keep these sta- 
tions in an advertiser’s network 
lineup. When the new plan goes 
into effect, an advertiser’s mini- 
mum purchase must total 75% — 
of the gross cost for the period or- 
dered. 

“Our effort here is to get ad-— 
vertisers to keep major markets 
in their network radio lineups 
We have priced them in a way we 
think will do that—and we have 
not provided a plan which will 
make it a best buy to route ra- 
dio’s coverage around the big TV 
cities,” an NBC executive said 


e ‘From the big station’s point 
of view, this certainly should be 
preferable to the policy of our 
competitor, which has a new se- 
lective facilities plan that lets an 
advertiser build his network in 
non-TV markets if he wishes,” he 
continued. 


(Editor's Note—This was a ref- 
erence to the selective facilities 
plan of CBS Radio Division, which 
permits a sponsor to more or less 
name his own network of sta- 
tions provided he makes the show 
available to the entire network 
and permits Columbia to sell it 
without recompense to him in 
those areas he leaves out.) 


® As to the charge made by sev- 
eral stations that NBC's reevalua- 
tion was based on out-of-date in- 
formation, the network's unoffi- 
cial reaction is that if stations in 
TV markets are not happy with 
rates based on circulation data 
(Broadcast Measurement Bureau 
Study No. 2) in 1948, they would 
be less so with figures gathered in 
1952 

Some stations have said that im- 
plementing these rates will be the 
same as inviting them to “disaffili- 
ate” with the network. 
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This Week in Washington... 


By STANLEY E. Conen 
Washington Editer 
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A NEW NATIONAL PUBLICATION FOR NA- 
TIONAL AND REGIONAL ADVERTISERS. Never be- 
fore in the publication industry, has there been offered 

; such an unusual and outstanding advertising medium as 

| the KITCHEN DIGEST. It is the only publication that 

| has been designed especially for the housewife. 


The KITCHEN DIGEST is a personalized hometown 
household and recipe digest that carries a 200,000 guaran- 
teed national circulation. The contents contains highly 
interesting material on the following: FOOD—FAMILY 

- HOMEMAKING, SEWING-NEEDLEWORK, FASH- 
IONS, BEAUTY, INTERIOR DECORATING, HOMES. 
HOME FURNISHINGS, TRAVEL-RESORTS. 


It is the only national publication that carries one half 
of the copy material pertaining to people right in the 
hometown where it is distributed. This special format of 
the Kitchen Digest creates a great desire for the house- 
| wives to have a copy and they refer to it again and again 
| each day. Statistics show that the Kitchen Digest is used 
; on an average of five years in the home. 


The KITCHEN DIGEST is distributed through over 

; 1,200 civic organizations throughout the U. S. Kitchen 
Digest subscribers are above the average families residing 
in metropolitan and suburban areas. It has proven such 
a tremendous success for local advertisers and has grown 
so rapidly in national circulation, it is now made available 
to national and regional advertisers. For the regional 


Zs ' advertiser there is a combination of 36 different regional 
ae. markets to pin-point your advertising 
The great significance of the KITCHEN DIGEST .. . 
is that it offers its advertisers ONE FULL YEAR OF 
{DV ERTISING tor ONE LOW RATE. It introduces your 
products to 200,000 guaranteed buying housewives and | 
families 


Your advertisement will be seen day in and day out for 


ie 


many years —SO if your products are consumed by the 
housewives —tell her your story in the KITCHEN 
DIGEST. Ic will be one of the soundest sales investments 


your company can make 


Audit circulation analysis on Territorial and State dis- 
tribution available upon request 


Published by 


Cemmunity Services, Inc 


190°" Mara Sereet 


Mo 


Kansas City 


Derectors 


iL D Northerafe 


James ( Sloan 


Curtis Bow les 


Director of Advertinog 


Can GOP Win Control of Congress? 


from Democrats 
a Senate majority 
of the 14 Democrat 

block are considered 
vulnerable—-Kentucky, Maryland, 
West Virginia, Wyoming, Con- 
necticut and Michigan 

. e . 

If this still looks like a pushover 
for Republicans in the 
Republican presidential sweep, 
these sadists have worked up a set 
of statistics to cloud the outlook 
Re- 


take three seats 
in order to get 

Only six 
seats on the 


event of a 


According to their figures, 
publicans lost 52 of the last 80 Sen- 
ate the eight states 
where Republicans will be fighting 
this fall to hold their own, and 
they won only 21 of the last 60 
contests in the six states where Re- 
publicans are struggling to pick up 
Democratic seats. Moreover, in 
Kentucky and Maryland, Repub- 
in the last 10 


contests in 


licans won only once 
tries; in West Virginia and Wyo- 
ming only three 10. Best 
chances are in Connecticut where 
Republicans won five out of 10 and 
in Michigan where they took eight 
out of 10 


times tn 


e . * 

In the event that a spark of hope 
remains, these pessimists go on to 
point out that Democratic congres- 
sional candidates in 1948 did con- 
siderably better than the presiden- 
tial ticket 

Having written off Truman as 


a lost cause, labor had concentrated 


on congressional fights. As a re- 
sult, Democrats captured 33 Re- 
publican House seats in 16 states 
that put their electoral votes in 
the Dewey column 

In all, 90 congressional contests 


were decided in 1948 by margins 
of 5% or less. Since the Democratic 
majority in the present House 
numbers only 20 seats, these pen- 
dulum districts could easily deter- 
mine the makeup of the 83rd Con- 
gress 
2 o 
Federal Reserve Board's depart- 
ment store sales and inventory in- 
dex has shifted from the 1935-39 
to 1947-49, and the reporting 
sample has been reorganized to re- 
flect current merchandising trends 
In rebuilding its sample, Federal 
Reserve improved its coverage of 
Sears, Roebuck, Montgomery Ward 
and J. C. Penney. In addition to 
careful coverage of mail 
houses and chains, the sample 
component now includes newly 
opened suburban branches of in- 
dependent department stores 
Monthly sales and inventory fig- 
ures do not, reveal data 
submitted by individual companies 
* . o 
National Production 
is finding it hard to justify 
ban on color TV using the 
special tri-color tube controlled by 
Paramount Pictures Corp. In pro- 
posing a “stop order’ for color, 
mobilization chief Charles E. Wil- 
son originally based his case on the 
of electric 


base 


order 


of course, 


Authority 
its flat 


sets 


shortage motors 
tial for the color disc which is part 
of the color receivers which were 
scheduled for production by CBS 
Pointing out that its tri-color tube 
material than ordin- 


essen- 


uses no more 


ary TV tubes, Paramount received 
assurance that NPA would not in- 
terfere with introduction of its 


product 
As issued, however, NPA’s color 
order stops all color TV, including 
theater TV using equipment 
ported from abroad 
Former FCC Chairman Paul 
Porter, who represents Paramount, 
is demanding the color TV order 
conform to defense needs. He has 
challenged NPA to justify any in- 
terference with Paramount's tube 
* . e 
| On the basis of projected 1950 
farm census results, Rural Elec- 
trification Administration says 


tm- 


January 14, 1952 


Advertising Age, 


billings will appear in the 


A questionnaire is now 


Advertising Agency Billings 


As in the past. it will include all agencies in the U. S. 
and Canada billing $5,000, 

In addition, it will include billings figures on all 
agencies below the $5,000,000 mark who voluntarily 
supply their figures to Advertising Age. 


addressed to the president. Make sure it is filled out 
and promptly returned to John Crichton, executive edi- 
tor, Advertising Age, 801 Second Ave., New York 17, 
if you desire to have your agency included in the 
billings figures. If you do not receive the question- 
naire, write Mr. Crichton at once. 


Feb. 25 issue. 


000 or more during 1951. 


in the mail to all agencies, 


84.2% of the nation’s 5,382,134 
farms had central station electric 
service on June 30, 1951. The high- 
est previous estimate was 84%, is- 
sued October 3 on the basis of 
partial census results. A full state- 
by-state table of estimates may 
be obtained from Rural Electrifica- 
tion Administration, Washington 
25, D. C 


Offer TV Quiz Show Based 
on Radio Telephone Quiz 

Walt Schwimmer Productions, 
Chicago, and United Television 
Programs Inc., Chicago, have col- 
laborated on producing a TV ver- 
sion of the “Tello-Test” radio show 
originated by the Schwimmer 
company, “Movie Quick Quiz.” 

Following the radio telephone 
format, the 15-minute program 
consists of minute-long movies 
which tie in with questions asked 
the TV audience over the phone 
The first stations to buy the show, 
which sells across the board on a 
26-week minimum basis, are 
KSTP, Minneapolis, and WGN-TV, 
Chicago 


H. A. Lyles Adds Account 

Southern States Cooperative 
Inc., Richmond, has appointed 
Harry Arthur Lyles Advertising, 
Washington, to handle its national 
and regional farm publication ad- 
vertising. The account formerly 
was handled by Agricultural Ad- 
vertising Research Inc. Itha- 
ca, N. ¥ 


AFA Sets Ad Woman Award 

The Advertising Federation of 
America has announced that the 
presentation of the 1952 Adver- 
tising Woman of the Year award 
will be made during its New York 
convention, June 8-11. Panel of 
judges includes: Clarence Francis, 
chairman of the board, General 
Foods Corp.; Richard Babcock, 
president, Farm Journal and Path- 
finder, and Beatrice Adams, a for- 
mer winner and executive v. p., 
Gardner Advertising Co., St. Louis 
Deadline for entries is April 1 
Complete details are available 
from AFA, 330 W. 42nd St., New 
York 36. 


‘Mark Trail’ Changes Title 
Mark Trail, boys’ magazine pub- 
lished in Minneapolis, has com- 
bined with American Boy, and 
hereafter will be known as Mark 
Trail with the American Boy 


Gemex Appoints Swartman 

Gemex Co., Union, N. J., has 
appointed William A. Swartman 
as director of sales and advertis- 
ing. Mr. Swartman was formerly 
with Elizabeth Arden. 
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C, fervent e Management 


LLED AND 


WELL INFORMED 
PERSONNEL ¥ 


From the president down 

through sales representatives, 
service men and shop key men, there 
exists a keen understanding of 
engraving reproduction and methods 
plus the printing processes in 


which they will be used. 
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soe your shongest selling job im the Stav— 


Want to Beat last year’s sales record in the Nation’s Capital? Then place your dominant schedule in 
the dominant Star. The booming selling power of The Star set an all time lineage record for Washington in 1951] 
with an even greater share of all Washington newspaper advertising than in the previous year. 
Whether you key your message for family buying power (The Star delivers the most homes) or measure it for 
Capitol Hill consumption (The Star rates first in official Washington readership), your most resounding 


impact will come from a dominant schedule in the dominant Star. 
1852 A Century of Leadership 1952 
Evening and Sunday Morning Editions 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 
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WRITE FOR COPY OF Distribution Costs Can Be Reduced, 
20th Annual Horsey Tells Toronto Sales Meeting 
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Can fistributior cost be 


eut’” J. William Horsey 


answers 


Yes, although many only try to 
justify the cost 

President of Dominion Stores 
Ltd.. Toronto grocery chain, Mr 
Horsey was the luncheon speaker 


here at the opening of the sixth 
annual Central Canada Sales Man- 
igement Conference yesterday 
ponsored by the Advertising and 
Sales Club of Toronto in coopera- 
tion with the Sales Research Club 
ind the Federation o 
Advertising and Sale Clubs 
Generally, Mr. Horsey said, out 
of the combined cost of production 
and distribution of packaged goods 
distribution represents 59¢ out of 
every dollar, with 4l¢ for produc- 
tion. Millions of dollars, he said, 
have been spent to research pro- 


Canadian 


duction and production costs, but 
in the matter of distribution very 
little effective research has oc- 
curred. There is a lack of concern 
about tackling a problem or a fear 
of which too much investigation 
might eliminate certain services 
which have been built up and on 
which many of us may live, he 
continued 


@ The cost of distribution, Mr 
Horsey saiéi, must be checked from 
three angles— waste frills and 


Average Adman 
Is Dead at 57, 
AA Obits Show 


(Continued from Page 1) 
obits revealed that the average 
adman that year was 57.5 years 
old when he died, while the aver- 
age age for all persons whose obits 
appeared (there were 371) was 
60.7 years) Median age for the 
ad group in ‘50 was 58; for the 
total group it was 61 


@ The breakdown in each ten- 
year span for both groups last 
vear was as follow 


Total Admen 

Group Only 

Age 21-30 4 2 
Age 31-40 12 K 
Age 41-50 “4 3 
Age 51-60 ila as 
Age 61-70 107 44 
Age 71-80 65 10 
Age 81-90 25 4 
Ane «91100 4 1 
Because there is little or no 
current data on deaths by profes- 


sions or occupations, it is diffi- 
cult to determine the significance 
of seemingly young average age 


for admet deaths that AA’s 
maivsi reveal 
@ The Journal of the Limericar 


Medical Assn., which used to make 
an analysis of its obituary columns 
similar to AA’s, has abandoned its 
analysis in favor of a much more 
comprehensive survey 

The AMA's Bureau of Medical 
Research has asked each of the 48 
states to furnish it with a photo- 
Static copy of the death certificate 
of every doctor who dies. From 


these certificates the bureau is 
preparing an analysis which will 
tell not only the average age at 


which doctors die, but also will 
contain accurate data on the causes 
of death 


@ Figures compiled by the Fed- 
eral Security Agency place the 
average life span in the U. S. at 
more than 67 vears while the 
Institute of Life Insurance in 1950 
estimated that Americans then 
were living to be almost 70 


implification—and the distribu- 
tion picture may be improved by 
the elimination of unnecessary 
functions and of waste—waste of 
material, effort and time 

Because of the enormity of the 
problem of distribution, and in the 
hope that interest may be stimu- 
lated in the problem, Mr. Horsey 
announced that he is offering a 
prize of $2,000 for the best treatis« 
on distribution, open | Cana- 
lians. A competent board of judges 
will be chosen and details of the 
contest will be made public in the 
near future 

At the afternoon session, W. H 
Gove, sales development manager 
Minnesota Mining & Mfg. Co., St 
Paul, illustrated by specific ex- 
amples and considerable wit a 
three-fold “S” plan for salesmen 
Serve, Show and Suggest 


‘ , 
0 ai 


1. There must be a desire to 
serve, to pass on ideas to customers 
on how to run a better business 
and do a better job 

2. Tell the best story about the 


product or service in the shortest} 


possible time. Check the story for 
benefits, a “shirt sleeves” talk and 
the use of testimonials 

3. Bring in the experience o 
others in the use of the product 


or service and prescribe specifi-| 


cally, as would a physician 


The last survey conducted by the 
AMA Journal covered obits for 
1949, and found that doctors’ aver- 
age age at death that year was 
67.2. Another 1949 analysis of 200 
deaths in the iron and steel indus- 
try, made by Steel, resulted in an 
average for this group of 64 vears 

The U. S. Public Health Serv- 
ice’s national office of vital sta- 
tistics hopes eventually to compile 
mortality data by profession from 
the 1950 census, but nothing is 
available at this time more recent 
than a special compilation pub- 
lished by the National Tuberculo- 
sis Assn., based on the 1930 cen- 


sus 


Fair Traders Lose 
as Supreme Court 
Refuses Rehearing 


WASHINGTON, Jan. 8—Anti-fair 


traders won another legal victory | 


today as the Supreme Court re- 
fused to review a circuit court de- 
cision permitting the Civil Service 
Workers Cooperative Assn., Phila- 
delphia, to ignore fair trade resale 
prices of Sunbeam rizors, toasters 
and other applhances 

In asking the court to stop the 
cooperative from cutting prices on 
its brand-name goods, Sunbeam 
insisted the sale were subject 
to Pennsylvania's fair trade law, 
since the merchandise passed from 
Sunbeam distributors in the state 
to a retailer in the same state 

In refusing to review the case, 


the court made no statement. The] 


clear implication, however, is that 
the Supreme Court considered that 


the razors and appliances were in] 


nterstate commerce, since Sun- 
vam is located in Chicago 


® Previously, it had ruled that dis- 
tributors who refused to sign fair 
trade contracts cannot be forced 
to respect then State law not- 
withstanding (as in the Schweg- 
mann case) 


WILLIAM G. SHANKS 

Cuicaco, Jan. 10-—William G 
Shanks, 54, assistant director of 
public relations of Kraft Foods Co 
died at Bethany Methodist Hos- 
pital here today. He had served 
with Kraft since 1925 
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At least $100,000,000 a year for medical detailing! That is one of many 
surprising data given at the rousingly successful first medical pro- 
motion clinic of the Pharmaceutical Advertising Club last 


week 


Page 1 


It's a comparatively young adman for whom the bell tolls. AA's an- 
nual analysis of obituaries it carries shows that the average adman’s 
death came at only 57 last year, an age considerably younger than 
for people in other lines of work, even those in fields related to 


advertising 


Pages 1 and 12 


A record year for furniture advertising is in prospect for '52 Page | 


Magazines’ dollar volume showed 


a hefty gain in 1951. Magazine 


Advertising Bureau reports for the industry, and specific figures 
showing how 187 magazines and farm papers gained or lost income 
are revealed, based on compilations by Publishers Information 


Bureau and AA 


Pages 2 and 77 


Two Cincinnati newspapers will probably merge soon. They are the 
Enquirer and Times-Star. Their publishers are quoted on Page 3 
Lakewood Center, $10,000,000 shopping center in suburban Los 


Angeles, is laid out on the basis 


traffic 


of intensive study of flow of 
Page 3 


Fourteen public relations organizations have merged into a new 
corporation which will serve them much as some advertising agencies 
are served by their own network groups. Name: Public Relations 


Management Corp 


Page 25 


Toni division of Gillette has raised its budget again, and this year 
will put $12,000,000 into advertising for Toni, Prom and other 


products 


Page 36 


Fairfax Cone explains to AA why his agency happens to lead the 
v.p. parade, and other admen voice their amusement and anger 


at AA's recent memorandum 
tion 


about the vice-presidency s‘tua- 


Page 38 


| Industrial Marketing's annual linage figures for 264 publications clear- 
| ly show that the business papers came back strong in '51 
| Down in Murfreesboro, Tenn., the Haynes Hardware Store is doing a 


Page 58 


big business, due largely to Tillman Haynes’ remarkable radio 


auction 


Page 60 


| There is no hope for a satisfied advertising profession. That's only 


one reason why Jim Woolf hits hard against the advertising-is-a- 
sacred-cow idea. You may cheer “Salesense’—and you may find it 


hard to take 


Page 69 


REGULAR FEATURES 


| Advertising Market Place 64 


Along Media Path 48 


Business Paper Linage 58 
Coming Conventions 54 
Creative Man's Corner 70 
Department Store Sales 51 
Editorials 12 
Employe Communications 70 
| Eye and Ear Department 71 
Getting Personal 26 


Information for Advertisers _ 64 


Mail Order Clinic . . 7 
Obituaries .... 8, 66, 80 
Photographic Review 44 
Production Tips : 71 
Rough Proofs ; 12 
Salesense in Advertising 69 
This Week in Washington 7 
Voice of the Advertiser 38 
What They're Saying 12 


Haugh’s Products to Walsh 


Haugh’'s Products Ltd., Toronto, 
manufacturer of children’s cloth- 
ing, plastics, work clothing and 
packaging, has appointed Walsh 
Advertising. Toronto, to direct ad- 
vertising for its defense packaging 
Packaging publications will be 
used 


CENTRAL PRESS, INC. 
Publishers - Printers - Lithographers 
ESTABLISHED 1930 
Direct Mail - Catalogs - Publications 


one or more colors 


714 S. Adams St., Marion, Indiana 


207 N MICHIGAN AVE., CHICAGO 1 + FRANKLIN 2-5854 


lollins 
| Mer ond 


| Katchings 
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Medical Houses’ 
Detailing Budget 
Is $100,000,000 


(Continued from Page 1) 

was based on a survey 

She said most doctors like to 
get material from the detailing 
men, and yet 57% of them most 
prefer to learn about products 
from medical journals, with de- 
tailing coming second in prefer- 
ence 


® Lee Ramsdell, president of the 
Philadelphia agency bearing his 
name, said that, after studying re- 
plies from 70 companies to a sur- 
vey he made, he believes the re- 
lationship between pharmaceutical 
houses and advertising agencies 
is “15% commission and 85% con- 
fusion.” He added seriously that 
the relationship is a highly intimate 
one, and that practically all medi- 
cal supply houses expect not only 
magazine copy service but also 
general business and sales counsel 

But least desired, he explained, 
are clinical studies and product de- 
velopment ideas which, in the 
phrase of one advertiser, are bet- 


ter left “to the white-coat boys 
with the alphabet after their 
names.” 


Mr. Ramsdel! said that there ap- 
pears to be a surprising amount 
of ignorance concerning agency 
billing methods on the part of 
smaller companies’ treasurers 
Generally, he said, the compara- 
tively low rates of medical jour-| 
nals have led to the practice of 
agencies getting either a flat fee! 
or a fee plus 15% from medical 
advertisers. 


8 William T. Doyle, v.p. in charge | 
of sales of Organon Inc., Orange, 
N. J., manufacturer of pharmaceu- |} 
ticals, went into the marketing of | 
new products, with a look at the 
reasons why in several cenanaan’ 
a promising new item had failed | 
to click. | 

He gave some striking instances 
of the rapid success which is pos- | 
sible in the industry where new 
products achieve acceptance, one} 
company boosting annual sales} 
from $250,000 in 1942 to $3,825,-| 
000 in 1950, and another rising} 
from $16,000,000 in 1941 to $73,- 
000,000 in 1950, with improvement 
in older products among the rea- 
sons for larger volume in the latter 
case. 

Of 350 new pharmaceutical 
products offered in 1951, only 100 
had real distribution, it was as-} 
serted, reasons for this including | 
inadequate and inconsistent sales 
effort, too little advertising, bad 
pricing and spotty distribution. 


s Mr. Doyle reminded the group 
that markets change so rapidly 
that it is vitally necessary to keep 
in close touch with them. He 
stressed competition, above all, as 
a direct and reliable index to the 
market possibilities for new prod- 
ucts, proper evaluation of the facts 
making the difference between 
success and failure. 

The generally bad postal ser- 
vice as a factor in direct mail pro- 
motion was described, with a 
wealth of important and informa- 
tive detail, especially in connec- 
tion with new rates and regula- 
tions, by Edward N. Mayer Jr., 
president of James Gray Inc. 

Among his constructive sugges- 
tions to advertisers were the use 
of special air mai] and special de- 
livery envelopes, which catch the 
eye and thus make it easier to 
give the type of handling to which 
these are entitled, checking train 
departure schedules, and working 
out preferred mailing hours with} 
the superintendent of delivery. 

Investigation of the preferred! 
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EMERGENC 


A growing number 
of citizens in this 
community in all 
walks of life are de- 
manding Dwight D. 
Eisenhower as the 
Republican nominee 
for President of the 
United States. 


They regard him as a great human 
being of unquestioned integrity with a 
completely realistic grasp of both foreign 
and domestic policies and a wonderful 
capacity for leadership. 

Direct suppert fer Eisenhower In 

tHinels Is ently pessible threugh the 

stection in the April 8 Primary of 
convention delegates pledged to him. 

The last day for filing petitions te 

nominate such delegates is Monday, 

January 21. 

Will you lend a hand in your com- 
munity? For full information as to how 
you can help, write or wire to 

Eisenhower for President 


332 So. Michigan Ave. Room 901 
Chicago 4, Ilinouw 


Janey D Baannon 
Preudent 


Gronoe A Pry 
Secrerary 


IN CHICAGO—Newspapers carried this 

ed in Chicogo Wednesday as Eisenhower 

enthusiosts there asked for help to get 
the general nominated for President 


types of sales and sales promotion 
aids was reported by W. M. Mon- 
day, of the sales department of 
Hoffmann-La Roche Inc., Nutley, 
N. J., manufacturer of pharma- 
ceutical specialties. 


® He found, by a questionnaire to 
25 leading companies, that prefer- 
ence, in order, among salesmen 
and sales executives, was for sales 
portfolios, visual sales aids, such 
as films and slides, product sam- 
ples and trade packages, product 
demonstration kits, blotters and 
file cards. 

Other appreciated aids included 
addressed order forms, abstract 
books and advance calling cards 
with sales material imprinted 
Some 50% to 85% of salesmen is 
the industry use some or all of 
these aids in producing more vol- 
ume, he said. 

Richard Hull, market research 
manager of Smith, Kline & French 
Laboratories, Philadelphia, ex- 
plained how market research can 
solve the variety of problems which 
continually confront both adver- 
tising departments and top man- 
agement in the industry. Mr. Hull 
emphasized the necessity to be 
prepared to question a few doctors 
immediately when a problem is 
pressing. 

8 John B. Johnson, executive v.p 
of Cortez F. Enloe Inc., New York 
agency specializing in the medical 


Last Minute News Flashes 


Record Ivory Promotion Starts Jan. 14 

Cincinnati, Jan. 11—Beginning Jan. 14, Procter & Gamble is launch- 
ing a “record-smashing Ivory promotion,” offering a $3.50 lucite bath 
brush for 75¢ and two large or three medium Ivory soap wrappers 
A repeat of an offer originally made in the summer of 1948, the prem- 
ium will get advertising support with four-color insertions in five 
magazines, 98 comic supplements, radio commercials on four network 
shows and TV commercials on the “Garry Moore Show” and “Fireside 
Theater.” Compton Advertising, New York, is the Ivory agency 


Clinton Florida Citrus Deal Off; Other Late News 


e@ Because Clinton Foods, New York, was unwilling to guarantee an 
adequate supply of fruit, the $30,000,000 deal with the Florida Citrus 
Products Exchange has been called off. The deal would have seen the 
exchange acquire Clinton's Florida citrus processing facilities. Clinton 
then amended existing contracts with several co-packers to enable 
Snow Crop Marketers, a subsidiary, to “continue expanding its market- 
ing activities without carrying large inventories of concentrate.” The 
exchange planned to add Snow Crop to its own brand, Sealdsweet, 
which is also being pushed 


e First detailed presentation of plans for the NIAA Industrial Ad- 
vertising Research Institute will be made Jan. 22 ‘at the Hotel Bilt- 
more, New York, when Bennett S. Chapple Jr., assistant executive v.p., 
U. S. Steel Co., and acting director of the institute; J. F. Apsey Jr., ad 
manager of Black & Decker Mfg. Co. and NIAA president, and John F 
Maddox, assistant to the president, Fuller & Smith & Ross, will tell ad- 
vertisers, agency executives and publishers what's ahead in industrial 
advertising research for ‘52. Similar meetings will be held in Chicago 
and Cleveland Jan. 29 and 30 


e Kiplinger Washington Agency Inc. (Albert Frank-Guenther Law, 
New York) and Kenwill Corp., Cleveland (W. Ear] Bothwell Inc., New 
York), have been signed as the initial sponsors of NBC-TV’s new early 
morning telecast, “Today,” which bows at 7 a.m., EST, Jan. 14. Each 
bought a five-minute once-weekly participation. 

e The National Collegiate Athletic Assn. was expected late Friday 
in Cincinnati to set up a new TV committee to study the effect of 
TV on footba!l, leading to a final mail-vote decision late next spring 
New York, 
will be set 


Colorado Springs, and Nestle’s Chocolate Co., 
Inc 


e@ Nestle Co., 
will merge and headquarters of the new Nestle Co 
up in White Plains, N. Y., next June 


e@ Reichold Chemicals Inc., Detroit, has signed to sponsor the tele- 
vised version of “America’s Town Meeting,” which makes its coast- 
to-coast debut over the American Broadcasting Co. television network 
Sunday, Jan. 27, 5:30-6 p.m., CST. MacManus, John & Adams, De- 
troit, placed the business for Reichold 


Gediman Exec V. P. on ‘American Weekly,’ 
‘Puck’; Kennedy, Davidson to Carry On 


New York, Jan. 10—H. James 
Gediman, formerly eastern region- 
al manager of Hearst Advertising 
Service, has been appointed execu- 


D-F-S Again Leads 
in AM-TV Billings 


tive v.p. of The 
American Week- New York, Jan. 11—Dancer- 
ly and Puck— Fitzgerald-Sample topped the list 


The Comic Week- 
ly (AA, Jan. 7). 
Edwin R. Ken- 
nedy continues as 
advertising di- 
rector of The 
American Week- 
ly and Robert P. 
Davidson contin- 


of agencies in network radio-TV 
billings in 1951, according to fig- 
ures released by that agency 
D-F-S has maintained agency 
leadership in network broadcast- 
ing billings for 18 years. Last 
year these compilations were for 
AM only 

The leading agencies, with gross 


“|tion’s executive 


| ing this objective, he suggested. 


field, stressed the “old school tie”) tising Service, is quoted as fol- 
basic idea of identifying the ad-| lows: 


vertising with the advertiser as “In the performance of your new 


a major aim in all types of phar-| duties on The American Weekly | 


maceutical promotion. 
The volume of journal] advertis- 


are such that the need for iden-| turn over to you complete respon- 


tification is greater than ever, Mr.) sibility and authority for all mat-| 
Johnson declared, pointing out that| ters pertaining to advertising on] 


products are readily accepted from | these publications. 
a company which has been ef-! 
fectively identified. Striking art} appointment as executive v.p. of 
is an important factor in attain-| these properties. This is a new 
office created for the supervision 
of such activities, and does not 
replace any of the existing offices.” 


Raphael M. Nacca, of Organon 
Inc., and president of the Phar- 
maceutical Advertising Club, pre- 


sided at the clinic, with Tobias| yijjgni A ints Shane 
Wagner, of Smith, Kline & French, Souls ma endian Siem: Stet. 


introducing the speakers. wood, Cal., producer of Milani’s 


1890 French dressing and other 
Radice Joins Abbott Kimball food specialties, has switched its 
Lawrence W. Radice, formerly 


advertising account from Market- 
president of Colman, Prentis & 


ers Inc., Los Angeles, to Leonard 
Varley, New York, has been ap- Shane Agency, Los Angeles. Mi- 
pointed an account executive of 


lani uses all media in major mar- 
Abbott Kimball Co., New York. _ kets nationally. 


“Iam therefore announcing your 


and Puck—The Comic Weekly, 1) 
am convinced that it would make} 
ing and the deluge of direct mail| for greater efficiency if I were to} 


Goodyear Tire & Rubber Co., 
Akron, has promoted K. C. Zon- 
sius, manager of automobile tire 
sales since 1935, 
to director of ad- 
vertising. He suc- 
ceeds the late J. 
K. Hough. Mr 
Zonsius will be 
succeeded by W. 
E. Still, mana- 
ger of farm tire 
sales. H. M. Ca- 
ruthers, now in 
charge of indus- 
trial tire sales, 
has been _pro- 
moted to  suc- 


K. C. Zonsius 


ceed Mr. Still. 

Mr. Zonsius attended Northwest- 
ern University and joined Good- 
year in 1917 in the Chicago dis- 
trict office. After that, he served 
in Peoria, and in 1930 was trans- 
ferred to Akron where he was ap- 
pointed assistant advertising man- 
ager. He continued in that post 
until promoted to manager of auto 
tire sales. 
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$700,000,000 in Ads 
Help Big Retailers 
Move Merchandise 


New York, Jan. 10-——Manufac- 
turers of brands sold principaily 
in department stores spend $700,- 
000,000 annually for advertising 
This is $300,000,000 more than the 
whole advertising bill of America’s 
department stores, and equals 50% 
of their combined sales personne! 
and advertising costs 

These figures were presented to 
leading department store execu- 
tives this week by Henry E. Abt, 
president of Brand Names Found- 
ation, at the 4lst annual conven- 
tion of National Retail Dry Goods 
Assn. 

Mr. Abt told the convention that 
market studies show 70% to 80% 
of all purchases are substantial!y 
influenced by trademarks 


@ "From the public viewpoint,” 
Mr. Abt said, “the best thing about 
the fact that manufacturers have 
brand names, advertise them and 
stake their survival on them, is 
the effect on production itself. If 
a manufacturer is really trying to 
build a brand, he cannot safely 
slacken up or cut corners on his 
production standards.” 

Mr. Abt mentioned a study made 
by Brand Names Foundation which 
showed that, as late as 1910, de 
partment store newspaper advef- 
tising revealed less than one braid 
mention per retail ad. The average 
in 1950, the study showed, wés 
close to five manufacturers’ brand 
names per department store adj 


@ Wade G. McCargo, president ; 
|H. V. Baldwin & Co., Sicheeall 
| Va., and chairman of the associa 
committee, salg 

the fact that women predominate 

among department store customem 
| makes it increasingly essential far 
}merchants to rely on women if 

selling, buying and building up 
| store operations 4 
| Ruth W. Ayres, managing direce 
| tor of National Consumer Retaile® 
|Council, said that . department 

stores should have more open dis# 

plays of merchandise to encouragé 
jimpulse buying. A woman oftem 
|makes what seems like a chancé 
{purchase of apparel, Miss Ayrég 

said, when she is thinking of how 

it will go with some other item 
|of clothing. Merchants, she said, 
should give more attention to capi- 
|talizing on the opportunities of 
| impulse buying and follow-up sug- 


.< 26 ner: wae | : 
H. Jomes Gedimen US 8 general network billings: | gestions. 
gies $21,334,172 | 
- 7 all jancer-F itzgerald-Samp 334, . P 
The Comic Weekly | 2 Young & Rubicam 18,356,745 ,;@ Winning stores in the annual 
In a memorandum distributed to} 3 — Barton, Durstine & 18.006.¢87 | newspaper advertising contest, 
the two organizations this week by! 4 Benton & Bowles 13,043,067 | Sponsored by the association, were 
. Lev associate -| 5. J. Walter Thompson Co 12,813,868 | « é o 
Robert D. Levitt, associate pub 3 Wins eae te yg announced by Howard P Abra 
lisher of the properties, a note to! 7 Cunningham & Walsh 8593 hams, manager of the NRDGA 
Mr. Geaima from Herbert W.| 8 Leo Burnett Co 8,496,643 | sales i ivisi 
_ Gea an ‘ _ eer icer| <2. compton Advertising 0 sales promotion division. 
eyea, v.p. and general Manager | yo  mMeCann-Erickson 6.582.448 The retail advertising week gold 
of the two publications, and also cup went to Sakowitz Bros., Hous- 
general manager of Hearst Adver- Goodyear Promotes Zonsius ton. Prize awards for institutional 
to Director of Advertising campaigns went to Sakowitz Bros.; 


Hecht Co., Washington, and Ma- 


cy’s-Kansas City, Kansas City, 
Mo. 
Julius Garfinckel, Washington, 


won first prize for merchandise 
advertising for stores with over 
$5,000,000 volume, and A. Harris 
& Co., Dallas, won first prize for 
color advertising 


@ E. I. du Pont de Nemours Co 
received the annual award for the 
most important contribution to re- 
tail promotion in 1951 for its crea- 
tion and introduction of new syn- 
thetic fabrics. 

Grand award in the annual re- 
tail radio program contest, co- 
sponsored by the association and 
Broadcast Advertising Bureau, was 
presented to Tom Schuneman's 
Inc., St. Paul, for its “red rooster” 
program over WDGY. The St. Paul 
store also won a special award for 
outstanding radio coordination 
with other media. 
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Nation's Largest Shopping Center 
Puts Emphasis on Department Stores 


(Cor if sorting out the more than 


pace, to 


irable tenants 


tinued fro ay a) a 


000 appli for 


Don 


res 


Rose " tar 
de 


putlet till avail- 


it the master plan and 
f arcni 
the 


tect 
final 
and 


The 


ay 
doe 
center 
and 


of 
tenant 


eases 
to 
ize of 
promo- 
! im hime 
i practice in different 
lhe 


re ’ ! sivertising 


the cepte 


tenant an 


he 


join 


what types of stor l ! nesse pend 
ind whe 
fit im the raffi t but is expected 
Mr ( ) erode promotion 
n These prome will 
fled by a coordinating council rep- 
Thi 
over-all plans 


de- 
in 


cluded money 4 


located to to 
Phi 


the 


plan done center 


handle tion be han- 
council 


for 
holidays 


enting the tenant 


oordinate 


promotions of principal 


ind also for straight promotions 


Specialists on “Zoe 
SALES PORTFOLIOS %x 


eA feat Lake- 


wood Center 


principal ire of 
i primary 
mall, 60° wide lined with 
extending 
vehicular 
will 
shrubs 
ill flow 


Abb 
the 


and 
treet 
The mall 
with tropical 
and Ww 
nidden 


on both side 
1 B00 


interruption 


SERVICE BINDERY CO. 


Inc 
2241 5S. WABASH AVENUE * 
CHICAGO 16 


CAlumet 5-3224 


without ol 
be 
landscaped 
tree 


and musk 


fron peakers along 
walkway 

Underneath the mall is a 2,300’ 
to keep all truck 


operations 


tunnel, 
ind unloading 


service 
loading 


ot 


‘BIG TOP” BARGAIN! 


NATIONALLY 
ADVERTISED 


ae 
JUMBO 
FROSTED 


GLASSES 


99 


in decorated 
corrugated cartons 


hith.oWare 


PRODUCTS INCORPORATED 


Hurry! Hurry! Hurry! Plan a circus 
promotion for 1952 around these amazing 
Lith-O-Ware hostess set bargains. Trays 
are big (12%" x 1742") in heavy, durable 
metal with “Big Top” design in brilliant, 
stainproof colors. Glasses are 7” tall, hold 
14 oz., gaily decorated with 6 different 
animal figures on top-quality frosted 
glasses with non-chip rims. These unpre- 
cedented low prices are limited to present 
stock, so order NOW. Write for literature 
describing other Lith-O-Ware give-aways, 
traffic builders, sales stimulators—as used 
by A&P, Pillsbury, Sinclair, Coca-Cola. 


2450 SOUTH ASHLAND AVENUE + CHICAGO 8 ILLINOIS—~MOnreoe 6.1427 


hopping | il 
stores | or St ing purposes 


for | 


j out 
| aged; and it will 


or 


| 17,000 


WORLD'S LARGEST Seen from the air 
development in Los Angeles suburbs 
which will eventually 


's 


the area, 


Now building to serve 
comprise 
Lakewood Center, shown at the center and right’ The large 


the Lakewood Park 


17,000 houses, is open 


November 


Advertising Age, January 14, 195 


store at the left is now 


at basement level. This will serve two more still to be opened. Park- Sales Promotion Managers 


Foot traffic through- 
will be encour- 
to 
use all first floor areas for display 


two purposes 
the mall area 


allow stores 


The parking area will 
trolled by a system of lights, cut- 
ting to a minimum the time re- 
quired by customers in search- 
ing out parking 


De con- 


pace 


® Lakewood Center part of 
the Lakewood Park development, 
which was started in February, 
1950. Since that time, more than 
11,000 houses have been completed 
nearly completed. More than| 
houses are planned, at 
cost of close to $150,000,000. When 
finished, the population of Lake- 
wood Park will in the neigh- 
borhood of 75,000. It is the largest 
housing development in the coun- 
try 


Is a 


be 


j}council of the 


LINCOLN VILLAGE GETS 

NEW MARKETING PLAN 
Cuicaco, Jan. 8—Lincoin Village, 

new $6,000,000 shopping center on 


| Chicago's northwest side, has been 


| into 


sold for $3,000,000 to a group of | 
business men who will put! 
operation a promotion plan 
which they claim is “a unique way 
to run shopping centers.” 

The new owners are headed by | 
Bernard A. Mitchell, president of | 
Mitchell Mfg. Co., and Julius Ep- 
operator of a nationwide 
of hotels and office build- 
ings. Edward H. Weiss, president 
of Weiss & Geller, Chicago adver- 
tising of the 
new owners 

The property was _ purchased 
from Ernest G. Shinner, founder 
and builder of the centet and pres- 
ident of E. G. Shinner & Co., meat 
market chain, who sold the center 
because of ill health 

The plan 
calls for a panel of merchandising 
experts to work with the mer- 
chants in planning everything] 
from seasonal displays to 
tional promotions 


local 


stein 
chain 


agency, also one 


Is 


proposed promotion 


recrea- 
| 


e ‘She panel will be composed of 
the new owners, each of whom is 
a specialist in a particular phase 
of merchandising. Mr. Weiss is 
the first panel member announced 
by the group 

All advertising campaigns for 
village tenants will be coordinated, 
a'though individual merchants 
may conduct additional campaigns 
of their own 

The owners will make their own 
contributions for the initial ad 
campaigns, and will furnish shop- 
ping surveys to the 
tenants, according to Mr. Mitchell 

Lincoln Village covers 15 acres 
and has 29 stores at present, with 


Tu 


as services 


pace available for 
1,300 cars 

Mitchell and Mr. Epstein 
own Mapletown Shopping 
Center, outside of Cleveland, and 
they plan a nationwide chain 


ing is 
then 
Mr 


also 


more 


Names Nolan & Twichell 
Noble & Wood Machine Co., 
Hoosick Falls, N. Y., manufacturer 
of paper mill machinery, has ap- 
pointed Nolan & Twichell Adver- 
tising, Albany. The company has 
scheduled 12 full-page, three-color 
ads in each of six pulp and paper 
business papers. A monthly mail- 
ing piece in three colors will soon 
supplement present mailings of 
booklets and technical literature 


Grohmann Named to Board 


H. Victor Grohmann, 
of Needham & Grohmann, New 
York, has been elected to the board 
of governors of the New York 
American Assn. of 
Advertising Agencies 


Adams Joins ‘Country Gent’ 


George A. Adams, formerly of 


the Chicago office of the Kansas | 


City Star, weekly newspaper, has 
been appointed to the Chicago ad- 
vertising sales staff of Country 
Gentleman. 


president | 


in National Competition 

A competition for sales promo- 
tion managers has been announced 
by the American Home Lighting 
Institute, New York, an association 
of lighting fixture manufacturers. 
Contestants must submit material 
attesting to the success of the 
sales training, sales promotion and 
advertising, and local newspaper 
publicity programs they will di- 
rect during the first four months 
of 1952 

Winners of the two top prizes 
will each get $1,000 and an en- 
graved watch. Two second place 
winners will each get $250 and a 
watch, 


| Brillo Starts Largest Drive 

| Brillo Mfg. Co., Brooklyn, has 
|launched the largest advertising 
schedule of its history this winter 
on its Brillo soap pads and Brillo 
cleanser. Part of its campaign in- 
cludes weekly insertions in 108 
newspapers in 69 cities. J. Walter 
| Thompson Co., New York, is the 
agency. 


|Truval Appoints Tarcher 

Truval Manufacturers Inc., New 
York, has appointed J. D. Tarcher 
& Co., New York, to handle ad- 
vertising of Truval shirts, sports- 
wear and pajamas. 


n black thoughts of engraving problems muddle 
advertising minds. For 59 years production men have 
found relief from worries through Globe's excep- 


| craftsmanship and 


: : four color process . . 
typing ender 


one roof saves 


number is ‘HArrison 17-5305. 


service. Black and white 
. engraving and electro- 
time and furrowed 


GLOBE ENGRAVING AND ELECTROTYPE CO. 


111 South Dearborn Street 


9 ee Chicago 5, Ilinois ne 


building in the center is a May Co. department store, to be 
opened in February. The Butler Bros 
Hiram’s market, ot the far right, has been open since 
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Advertising Age, January 14, 1952 


‘Cincinnati Times-Star’ 


Negotiates 


to Buy ‘Enquirer,’ Publishers Admit 


(Continued from Page 3) 

“The management of the En- 
quirer has done an excellent job. 
There would be no important 
changes of management, from the 
Enquirer's very capable publisher, 
Roger H. Ferger, through the list 
of executives in the various de- 
partments.” 


@ Enquirer Publisher Ferger, who 
also is one of the trustees of the 
McLean estate, corroborated Mr 
Taft's statement that the Times- 
Star has been seeking to purchase 
the Enquirer 

“These negotiations,” he said, | 
“have been conducted with the! 
American Security & Trust Co., 
Washington, trustees of the John 
R. McLean estate, which owns the 
Enquirer. No agreement between 
the Times-Star Co. and the Amer- 


ican Security Trust Co. yet has 
been reached. Statements to the 
contrary, therefore, are entirely 


premature 

“If agreement is reached, such 
agreement would require the ap- | 
proval of the courts of the District | 
of Columbia before the deal could | 
be consumated.” 


production of both the Times-Star 
and the Enquirer in the Times- 
Star's large and adequate plant 
would not be effected by incon- 
siderate treatment of personnel by 
the managements of the two pa- 


pers.” 
Several years ago when the 
rumors of the sale started, Mr 


Ferger told ADVERTISING AGE that, 
under the terms of the trusteeship | 
of the McLean estate, when any 
one part of the trusteeship got to 
be bigger than the balance com-, 
bined it could be put up for sale, 
and at that time the Enquirer had 
assumed that size, and offers had 
been made to purchase the paper. 


@ Lntil the sale is actually con- 
sumated, nothing is knowr, as to 
the effect it will have in the Cin- 
cinnati publishing field. There is a 
possibility of a new morning paper 
to compete against the Enquirer, 
while the two evening papers, the 
Times-Star and the Post, a 
Scripps-Howard publication, con- 
tinue to compete in the evening | 
field j 

The Enquirer has had no morn- 
ing competition since it took over 


| the old Commercial Tribune many 


@ Should such agreement be! 
reached, Mr. Ferger pointed out, 
“the Enquirer would continue to| 
operate independently as it has in 
the past. The direction of this | 
newspaper would continue under 
its present executives, including 
administration, business office, 
editorial, advertising and circula- | 
tion departments. . 


“Economies possible through| 


| 


4 
Dd 10 Millien 
Persons, 
including 
Dd 3 Million 
Farm 


Population 
D Blanket coverage retail lumber, 
building moterial end cool declers 
NORTHWEST publi ° 


Seuth Dokota. 
1OWA publication covers lowe. 


Minneapolis 4, Minn. 


1013 Fourth Ave. Se., 


years ago. 


‘Flying’ Names Wilson Editor 


Gill Robb Wilson, aviation con- 
sultant and writer, has been ap- 
pointed editor and publisher of 
Flying, a Ziff-Davis publication 


|He succeeds M. H. Froelich, who! 


will continue in a managerial ca- 
| pacity as v.p. of the publishing 
company. Mr. Wilson has been a 
columnist for the New York Her- 
ald Tribune and a consu!tant with 
the Civil Aeronautics Authority. 


| 
| Sears Named Ad Manager 


W.G. 
vertising 
Builders Supply Co., 
has been appointed advertising | 
manager of Southern Florist and | 
Nurseryman, published by South- | 
ern Florists Publishing Co.» Fort 
Worth. | 


(Bill) Sears, formerly ad- | 
manager of Western | 
Fort Worth, 


Younkers Buys Innes Store 
Younkers Bres. Inc., Des Moines, 
has purchased the George Innes 
department store, Wichita. Pur- 
chase of the Innes store brings the 
combined sales volume of Youn- 
kers to about $50,000,000 annually. 
Purchase price was not disclosed. 


Warwick serves 


Manufacturers in 24 states an 


from St. Louis. Mail us your orders for fast, efficient service. 
New type specimen book available on request. 


WARWIC 


920 Washington Avenue, St. 


“WARWICK 
speed means 


I-day type 
service to 


Advertising Agencies, Printers, Artists, 


Mexico direct 


TYPOGRAPHERS 
INCORPORATED 
Louis, Missouri 


. overnight by rail and air from nearly all U. S. 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Dec. 8, 1951 


All figures copyright by A. C. Nielsen Co. 
Total Homes Reached Current 
Homes Program Popularity® Rating 
Rank Program (000) Rank Progam (%) 
1 Texaco Star Theater (NBC) 7,740 1 Texaco Star Theater (NBC) 53.6 
2 Red Skelton (NBC, P&G) 663% 2 Red Skelton (NBC. P&G) S12 
3 Coigate Comedy Hour (NBC) 6633 3 Arthur Godfrey's Scouts (CBS. Lever- 

4 Fireside Theater (NBC. P&G) 6,079 Lipton) 50.4) 
5 Your a of Shows (NBC. Reynolds 4 Coigate Comedy Hour (NBC) 47.6 
Tobacco 6.023 5 Arthur Godfrey & Friends (CBS. Lig 
6 Arthur Godtrey & Friends (CBS t & Myers) 5.3 

cog De 5.982 6 our Show of Shows (NBC, Rey 
7 Philco TV Playhouse (NBC) 5.890 olds Tobacco) aaa 
8 Your —_ of Shows (NBC. Lehn 7 Arthur Godfrey & Friends (CBS 
& Fink 5,874 Toni-Gillette) 
9 Arthur ‘Godtrey & Friends (CBS 8 of Shows (NBC 
Toni-Gillette) 5.800 Particip.) 
10 Your Show of Shows (NBC. 9 Fireside Theater (NBC. P&G) 
Particip.) ; 5.767 10 Show 


of Shows (NBC. Lehn & as 
*Per cent of homes reached in areas where program was televised 


Videodex Network TV Ratings 
Week of Dec. 1-7, 1951 


Copyright by Jay & Graham Research Inc. 
Total Homes Reached 


Program Popularity 


Ronk Progrom (%) Rank Program 

1 Texaco Star Theater (NBC) 48.9 1 Texaco Star Theater (NBC) 

2 Red Skelton (NBC, P&G) 44.6 2 Red Skelton (NBC, P&G) 

3 Godfrey's Talent Scouts (CBS, 3 Colgate Comedy Hour (Bob 
Lever-Lipton) p . 42.4 Seay (NBC) 

4 I Love Lucy (CBS, Philip Morris) 39.4, 4 Your Show of Shows (NBC, 

5 Colgate Comedy Hour (Bob Hope) Participating) ° 
(NBC) aa iotnee 37.4 51 Love Lucy (ces, Philip Morris) 

6 Your Show of Shows (NBC, Par- 6 You Bet Your Life (NBC, 
ticipating) ... : 43 DeSoto-Plymouth) 

7 Philco Playhouse (NBC 35.6 7 Philco Playhouse (NBC) 

8 Godfrey & Friends (CBS, Chester. 8 Godfrey & Friends (CBS, Chester- 
field-Toni) ee 35.6 freld-Toni 

9 You Bet Your Life (NBC, 9 Fireside Theater (NBC, P&G) 
DeSoto-Plymouth) 34.9 10 Godfrey's Talent Scouts (eee, 

10 Fireside Theater (NBC, P&G) 33.1 Lever-Lipton) . 


ARB Ten-City TV Ratings 
Dec. 1-7, 1951 


American Research Bureau 


Rank Program 

Texaco Star Theater (NBC) 

Comedy Hour - Bob Hope (NBC, Colgate) 

Red Skelton (NBC, Colgate) 

Godfrey's Talent Scouts (CBS, Lever- -Lipton) 

Your Show of Shows (NBC, several sponsors) 
Godfrey & Friends (CBS, Liggett & Myers) . 

I Love Lucy (CBS, ilip Morris) ‘ ra 
Mama (CBS, General Foods, Maxwell House) 266s 
Cavalcade of Sports (NBC. Gillette) 
You Bet Your Life (NBC, DeSoto-Plymouth Dealers) 


Trendex TV Ratings 
Covering Multi-Station TV Cities 
Dec. 1-7, 1951 


Godfrey's Talent Scouts (Lipton, CBS) 
Texaco Star Theater (NBC) 

aaa Comedy Hour (NBC) 

Your Show of Show: 

Red Skelton Show (P&G, 
I Love Lucy (Philip Morris, CBS) 

All Star Revwue—Durante (Kellogg, Pet Milk, + Snow Crop, NBC) 
Fireside Theater (P&G, NBC) 
Hit Parade (Lucky Strike, NBC) 
Man Against Crime (Camel, CBS) 


Trendex eee! Identification Leaders 
ber-November, 1951 


SeCS4OVSYUNeE 


~ 


Bounessece 
; Auwenanesow 


Hit Parade (American Tobacco, wee) 
Kraft TV Theater (NBC) an 
Ford Festival (NBC) 
Voice of Firestone (NBC) e 
Colgate Comedy Hour (NBC) 


7% Correct 
rer 5 se 
5 
0 
7 


sess 


Niagara Lithograph Names 4 
John McWilliams, with Niagara 

Lithograph Co. Buffalo, since 

1919, has been appointed chairman 


of the board and Car! Reed, 
with the company since 1921, has 
been appointed to the newly 


created position of executive v. p 
Both are sons of Horace Reed, 
president of the company. James 
Doig, Chicago sales representative, 
has been elected a v. p. and Frank 
Nellis, v.p. in charge of the Chi- 
cago office, has been named a 
director 


ONE NEWSPAPER 
TORONTO DAILY STAR 


PUTS IT RIGHT 
IN YOUR LAP 


National Nielsen-Ratings of Top Radio Shows SS 


Week of Nov. 18-24, 1951 
All figures copyright by A. C. Nielsen Co. 


CURRENT HOMES onal 
| RANK PROGRAMS (000) 

EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,891) (6.9) 
1 Lux Radio Theater (CBS, Lever Bros.) 6.830 16.3 

2 Jack Benny (CBS, American Tobacco) 6,704 16.0 

3 Amos ‘n’ Andy (CBS, Rexall) .... 6,244 149 

4 Charlie McCarthy Show (CBS, Lever Bros.) 5.489 13.1 | 

5 Arthur Godfrey's Scouts (CBS, Lever-Lipton) 5,196 12.4 

6 People Are Funny (CBS, Mars) 4,693 11.2 

7 Fibber McGee & Molly (NBC, Pet Milk) 4,609 11.0 

8 Walter Winchell (ABC, Warner-Hudnut) 4,358 10.4 

9 You Bet Your Life (NBC, DeSoto-Plymouth Dealers) 4,190 10.0 
10 Bob Hawk (CBS, R. J. Reynolds Tobacco) 4,106 98 

| 

| EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,969) (4.7) 

1 Beulah (CBS, P&G) . 3,478 83 | 

2 Tide Show (CBS, P&G) 2.891 6.9 

3 Club 15 (CBS, Campbet! Soup) ° 2.766 6.6 | 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,928) (4.6) 
1 Romance of Helen Trent (CBS, Whitehall) .3,478 8.3 

2 Arthur Godfrey (CBS, Liggett & oe 3,478 8.3 

3 Pepper Young's Family (NBC, P&G 3,352 8.0 

a Road of Life (NBC, P&G) ° 3,185 7.6 

$ Our Gal, Sunday (CBS, Whitehall) ...3,101 74 

6 Ma Perkins (CBS, P&G) «3,201 74 

7 Big Sister (CBS, P&G) . cooos a 7.3 

8 Right to Happiness (NBC, P&G) 2,933 7.0 

9 Arthur Godfrey (CBS, Nabisco) -2,891 69 
10 Sty King (MBS) ...... 2,808 6.7 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,215) (2.9) 
1 The Shadow (MBS) 2.640 6.3 

2 True Detective Mysteries (MBS, Williamson) 2.514 6.0 

3 Greatest Story Ever Told (ABC, Goodyear) 2,430 5.8 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1844) (4.4) 
1 Theater of Today (CBS, Armstrong) ...... ..3,43 ‘ 

2 Stars Over Hollywood (CBS, Carnation Co.) .. 2,682 64 

3 Grand Central Station (CBS, Toni Co) .......... . 2,556 6.1 


421,121 


COPIES DAILY 


ABC. Publisher's Statement, Sept. 30, 195! 


The strongest single 
Newspaper Advertising 
Force in Ontario's 
$3,500,000,000 
market 


TORONTO 
DAILY 
STAR 


680 KING STREET W., TORONTO 
UNIVERSITY TOWER BLDG., MONTREAL 
IN U.S.A.—WARD-GRIFFITH INC. 
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“Frankly, when you first Welle ws over Swe yalescge that you he 

_could supply us with reproduction proofs on a 24-hour basis, Dee 

we were a little bit reluctant to believe the statement. Se ate aise. 

However, after our first experience wherein you did just that, is a 
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Chi it tak 
In Chicago, it takes 2— 
to usher in ‘today's bigger figures 
BECAUSE .. . Chicago has outgrown the power of any single daily news- 
paper to reach even half of your city and suburban prospects.* 
Today it takes two daily newspapers to reach a majority of the 
market —and for Most net unduplicated coverage, one of your two MUST 
be The Chicago SUN-TIMEs! 
* See your copy of the independent Publication Research Service study, “Chicago Daily 
Newspaper Coverage and Duplication, 1951,” or write us for details. 
a — 
ty CHICAGO 
weet 
comaililte WHERE MOST OF THE BUYING IS DONE! 
211 W. Wacker Drive, Chicago 6 250 Park Avenue, New York 17 


TOTAL CIRCULATION, 586,970 AVERAGE NET PAID DAILY (ABC PUBLISHER'S STATEMENT FOR 6 MONTHS ENDING SEPTEMBER 30, 1951) 
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